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Abstract of thesis entitled: 
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Submitted by CHAN, Kin Cheung Kelvin 
for the degree of Master of Philosophy in Marketing 
at The Chinese University of Hong Kong in August 2002 
ABSTRACT (ENGLISH) 
There has been a trend for Hong Kong people to shop across the border. This 
study attempts to propose and test a model of cross-border shopping explaining this 
behavior. The aims of this study are threefold: (1) to differentiate cross-border 
shoppers from non-shoppers by their socio-economic, attitudinal and motivational 
characteristics; (2) to identify the relative importance of personal factors in 
differentiating cross-border shoppers from non-shoppers (3) to segment cross-border 
shoppers by their shopping motives. Data were collected from residents in Hong 
Kong to assess the tenability of the proposed model. 
Results indicate that socio-economic, attitudinal and motivational characteristics 
were successful in differentiating cross-border shoppers from non-shoppers. Relative 
to cross-border shoppers tended to be in the age bracket between 40 and 49，and have 
higher monthly personal and household incomes. The cross-border shopper category 
has a larger proportion in housewives and unemployed than non-shoppers. 
Cross-border shoppers also showed a higher rating of all attitudinal factors than 
non-shoppers. In addition, Cross-border shoppers had higher levels in pleasure of 
bargaining seeking motive, social experiences seeking motive, economic motive and 
entertainment motive than non-shoppers. 
The most important determinants in differentiating cross-border shoppers from 
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non-shoppers were attitude towards the perceived value of products offered by 
Shenzhen stores, followed by attitude towards the perceived value of services offered 
by Shenzhen stores, monthly household income of the respondents, attitude towards 
service variety in Shenzhen, occupation, economic motive and pleasure of bargaining 
seeking motive. 
Further analysis had successfully clustered cross-border shoppers into three 
groups, namely, social and recreational group (SRG), status and authority seeking 
group (SAG) and economic and bargaining group (EBG). These groups varied in age, 
education level, occupation, attitudinal characteristics and product categories 
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The mainland of China (the Mainland) has been one of the most popular 
destinations of Hong Kong people's outbound travel. Recently, cities in the 
Guangdong Province, Shenzhen in particular, have become a popular spot for 
shopping and entertainment as well. Official data showed that the number of Hong 
Kong travelers to Shenzhen via Lo Wu and other inland routes in 2000 had increased 
by 11 percent to 50,083,105 from 45,175,166 in 1999 (Hong Kong iMail, 2001a). 
This figure has increased steadily to 52,002,944 in 2001 (Hong Kong Census and 
Statistics Department, 2002). The total consumption expenditure of Hong Kong 
people in the Mainland on non-business trips in 2001 had reached HK$27.6 billion, 
and over 71 percent was spent in the Guangdong province especially in Shenzhen. In 
particular, the total consumption expenditure of Hong Kong residents making 
personal travel in non-package tour mode to Shenzhen amounted to 6.1 billion in 
2001. The average expenditure per person-trip was $380 in Shenzhen. (Hong Kong 
Census and Statistics Department, 2002). 
Shopping and having entertainment in the Mainland has become recent trend for 
Hong Kong people. This situation has been aggravated by the onset of the recent 
economic downturn in Hong Kong. Whenever there are long weekends, we can see 
flocks of people queuing at the custom checkpoints in Lo Wu heading for Shenzhen. 
In particular, Lo Wu City Shopping Arcade, one of the most popular shopping malls 
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in Shenzhen, attracts about 20,000 to 30,000 Hong Kong shoppers during weekdays 
and triple on Saturday and Sunday. This, in fact, has a diverse effect on retailing 
shops in Hong Kong, because it reduces the shopping expenditure of Hong Kong 
people at home. According to one report, it is estimated that if the HK$20.3 billion 
spending of Hong Kong travelers in the Guangdong Province, especially in Shenzhen, 
had channeled back to Hong Kong, the retailing sector would probably be boosted by 
more than 10 percent of their total receipts (Hong Kong iMail, 2001b). Besides, the 
retailing industry in the Northern part of the New Territories had the biggest hit, as a 
result of this cross-border shopping. It is reported that many shop owners had closed 
down their shops located in malls along the railway line, such as Sheung Shui and 
Fanling, because of the prevalence of cross-border shopping (Wen Wei Po, 1998). 
Undoubtedly, recent trends in the above cross-border shopping patterns are 
affecting retailers both in the Mainland and in Hong Kong. From a managerial 
perspective, cross-border shopping is a significant patronage behavior where Hong 
Kong retailers are now have to face competition from both domestic and cross-
border rivals. The situation is clearly exacerbated by Hong Kong's size and 
geographic location, and the convenience of cross-border travels. From an economic 
perspective, cross-border shopping has significant impacts on the development and 
growth of the retail sectors both in Hong Kong and the cities in the Guangdong 
Province. 
Although it is apparent that cross-border shopping affects retail sectors as well 
as consumers in the communities, the topic of cross-border shopping or international 
outshopping behavior has received little attention from academic researchers 
(Sullivan and Kang, 1997). Moreover, most of the previous academic studies 
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concerning cross-border shopping are mainly focused on the behavior of residents in 
the North America, especially U.S. and Canadian outshoppers (e.g., Bums, Lanasa 
and Lackman, 1999; Darden, Lennon and Darden, 1978; Guy, 1990; Hawes and 
Lumpkin, 1984; Reynolds and Darden, 1972; Sullivan and Kang, 1997). These 
studies mainly investigate retail leakages and their implications for managers in 
small to medium-sized North American or Canadian markets. Their findings may not 
be applicable to Asian shoppers especially shoppers in Hong Kong. It is because 
these studies focus on outshopping from one city to another city within the same 
country, in which outshopping occurs in towns and cities of all sizes, but smaller 
town merchants are typically the most adversely affected. Therefore, these studies 
emphasize on analyzing the strengths and weaknesses of small town retail markets 
relative to larger retail markets. For instances, they estimate the dollar value of the 
leakage from the smaller community, by product category, to each of the competing 
trade areas (Papadopoulos, 1980). 
Hong Kong, however, is a highly developed and industrialized metropolitan. In 
such a dense and commercialized city, consumers' outshopping behavior will be very 
different from that of those who live in small towns or suburban areas in other parts 
of the world (Lau and Yau, 1984). Instead of outshopping at cities larger than Hong 
Kong, people turn to smaller and less developed neighboring cities, such as 
Shenzhen and other Pearl River Delta cities. It is conceivable that the retailing 
phenomenon is different from the other western countries, which have international 
outshopping or cross-border shopping problem. Such differences could be attributed 
to various cultural backgrounds affecting consumers' lifestyles and attitudes and to 
various levels of retail development (Piron, 2002). 
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1.2 Research Objectives 
To fill in the gap, this study attempts to identify the factors that lead to or affect 
Hong Kong residents' cross-border shopping behavior. Shenzhen was chosen as the 
target Mainland City for cross-border shopping in this study for the following 
reasons. Firstly, it is the nearest mainland cities in Guangdong Province to Hong 
Kong. It is more likely that Hong Kong resident would choose Shenzhen as the main 
and most convenience city for cross-border shopping. Secondly, Shenzhen is the 
most popular mainland city that Hong Kong people shop for leisure and 
entertainment. According to the statistics provided by the Immigration Department, 
more than 180,000 Hong Kong people cross the border to Shenzhen during weekdays 
and the number reaches a peak of 260,000 or even more during weekends and public 
holidays (Hong Kong Business Post, 2001). Furthermore, over 70% of the HK$29.4 
billion expenditure by Hong Kong residents during their non-business trips to the 
Mainland were spent in cities of the Guangdong Province in 2000. The largest part 
was estimated to be spent in Shenzhen (Hong Kong iMail, 2001a). Shenzhen was 
known to be one of the shopping paradises for Hong Kong people. Thus, a study of 
the Hong Kong cross-border shoppers' shopping behavior in Shenzhen will add 
knowledge to our understanding of the cross-border practices in other cities in China. 
The aims of this study are threefold: (1) to differentiate cross-border shoppers 
from non-shoppers by their socio-economic, attitudinal and motivational 
characteristics; (2) to identify the relative importance of personal factors in 
differentiating cross-border shoppers from non-shoppers (3) to segment cross-border 
shoppers by their shopping motives. 
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1.3 Significance of This Study 
From an academic perspective, there are several reasons for conducting this 
study. First of all, it would provide a better understanding of cross-cultural 
similarities and differences in cross-border shopping behavior between people in the 
West and the East. In other words, this study will help us understand the 
generalizability of the western concepts and theories when applying to the East and 
in the Chinese context. 
Secondly, most of the studies have been undertaken in the context of western 
countries and emphasized on investigating residents living in smaller communities 
(e.g. rural area), who engage in outshopping or cross-border shopping in typically 
larger communities (e.g. down town). Few of the studies, according to a review of 
past literature, studied the phenomenon of people living in well-developed city and 
patronizing in other relatively less-developed cities (e.g. Piron, 2002). Thus, this 
study will provide better insight on cross-border shopping of people from larger and 
better developed cities to smaller and less developed cities. 
Furthermore, most of the previous studies only differentiated cross-border 
shoppers from non-shoppers by various personal characteristics, such as 
socio-economic, attitudinal as well as psychological characteristics. The researchers 
seldom attempted to identify cross-border shoppers by their shopping motives. 
Although Tauber (1972) had suggested that a person may shop for many motives 
other than his or her need for products or services, no research was conducted to 
differentiate cross-border shoppers by their shopping motives. This study adds 
motivational characteristics into the model, thus, provides more useful information 
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on the underlying reasons for people's shopping cross the border. Additionally, this 
study will try to develop taxonomy of cross-border shoppers by using various 
shopping motives. 
From a managerial viewpoint, this study will be beneficial to retailers both in 
Hong Kong and in Shenzhen. Local retailers in Hong Kong will be able to know 
their strengths and weaknesses in providing goods and services to their local 
customers. Individual businessmen can better plan their marketing activities, and 
more ably develop appropriate marketing strategies to cope with the problem. This 
study would be conducive to them to sway consumers to shop locally. Besides, 
Shenzhen retailers can also design competitive strategies so as to entice Hong Kong 
consumers to travel and shop. Their retailing strategies on both sides of the borders 
would be improved, which in turn keeping consumers' various needs satisfied 
because of the enhancing product and service quality. This study would also interest 
retail managers in any border towns or areas, such as European and North American 
border towns, where residents can travel freely and conveniently and benefit from 
market differences. 
From a governmental perspective, it will be helpful for the government in 
developing and implementing the government policy. For instance, some 
commentators have suggested that in order to protect the local retailers, cross-border 
shopping should be discouraged by means of imposing higher tariffs or outright bans. 
Many local retailers in Hong Kong have agreed that imposing land departure tax at 
Lo Wu would discourage Hong Kong people's incentive going to Shenzhen for 
shopping since it will increase the cost of shopping across the border. However, some 
economists felt uncomfortable about the proposed land departure tax, warning that it 
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would harm the special administrative region's relations with the mainland, thereby 
creating barriers to cross-border co-operation (Hong Kong Standard, 2001). On the 
other hand, Hong Kong Government is also considering whether the border should 
be opened for 24 hours a day. Many local retailers, particularly whose business is 
located near the border of Shenzhen, are strongly opposing this suggestion. They are 
afraid that their business would be further suffered by the increasing convenience of 
shopping in Shenzhen and other cities in Guangdong Province. It will create 
tremendous pressure on the already sluggish retail sector, and thus, damage the local 
economy. By providing information of cross-border shoppers' personal 
characteristics, this study should be useful to government officials in formulating 
their policies. 
1.4 Outline of This Study 
The remainder of this paper is organized as follows. First, a review of the 
related literature is presented in Chapter 2. This review is aimed at providing some 
background and previous research, so that understanding of the subject in this study 
can be enhanced. Then, in Chapter 3，formulation of hypotheses is explicated. In 
Chapter 4，research methodology is described. Results are presented in Chapter 5 and 
finally, implications and limitations of the study as well as directions for future 
research are summarized in Chapter 6. 
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CHPATER TWO 
REVIEW OF LITERATURE 
2.1 Definitions of Outshopping and Cross-border Shopping 
Outshopping (out-of-town shopping) refers to the traveling beyond one's own 
market to purchase goods (Daren and Perreault, 1976; Papadopoulos, 1980). It 
follows that International outshoppers are defined as the consumers who purchase 
away from their home country and identify shopping as a motive for going abroad 
(Tansuhaj, Ong and McCullough, 1989). Cross-border shopping is a subcategory of 
international out-of-town shopping (or international outshopping), specifically the 
traveling from an individual's country of residence to a neighboring country by 
crossing the border to shop (Sullivan and Kang, 1997). This shopping includes the 
purchase and consumption of both goods and services. 
Cross-border shopping is generally believed to be more complex than domestic 
outshopping because of the greater differences between international market 
environments and national controls on the movement of goods across boundaries 
(Piron, 2002). These complexities may, in turn, translate into different kinds of 
marketing mixes offered in different countries. 
2.2 Outshopping Measures 
Theoretically, outshoppers would be segmented according to the degree of 
outshopping carried out. In measuring the degree of outshopping behavior, previous 
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studies have used i) the frequency of outshopping trips, ii) proportion of total 
out-of-town dollar purchases, and iii) types of product purchased to categorize 
outshoppers. Such methods are discussed as follows. 
2.2.1 Frequency of Outshopping Trips 
Some researchers have measured outshopping by directly asking the 
respondents the number of extra-trade area shopping trips for a given time frame. 
Herrman and Beik (1968) operationalized the outshopper as a consumer who has 
made one shopping trip outside town during the last year, whereas Thompson (1971) 
defines the outshopper in terms of one outshopping trip in the last six months. 
Similarly, Reynolds and Darden (1972) defined outshoppers as those consumers 
making twelve or more shopping trips outside town during the year. However, Samli, 
Riecken and Yavas (1983) require twenty-four outshopping trips per year, while 
Hawes and Lumpkin (1984) need more than two outshopping trips per year only. 
In essence, this outshopping measure is the most convenient way to identify and 
classify shopper into different segment, such as, frequent outshopper, heavy 
outshopper or infrequent shopper (e.g. Samli and Uhr, 1974; LaForge, Reese and 
Stanton, 1984; Piron, 2002), However, the drawback of using this classification is 
with the group membership criteria that are often arbitrary and made to suit the 
purpose of the study (Piron, 2002). 
2.2.2 Proportion of Total Dollar Purchases 
Some of the researchers consider that a better measure of outshopping should 
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include consideration of actual purchases, i.e., the types of purchases and the 
magnitude of the money spent in outshopping. It is because difficulties and problems 
arise in situation where some outshoppers may go on an out-shopping trip more than 
twelve times per year, but make less than one percent of their total purchases 
compared to others who spend ten percent of their shopping dollars out of town in 
two or three shopping trips. Samli and Uhr (1974) note this basic problem and 
suggest that the relevant managerial dimension of outshopping is the proportion of 
total dollar purchases made out of town rather than the frequency of such shopping 
trips. So they identify the heavy outshoppers as the people who buy 75 percent or 
more of the total dollar purchases out of town, outshoppers as the people who buy 50 
to 74 percent out of town. Also, inshoppers are identified as those residents who buy 
51 to 75 percent at home, and loyal inshoppers who buy 76 to 100 percent in town. 
This method of measurement, however, has the problem that it requires much 
effort and many resources to record the amount spent and absolute total spending. 
Indeed, it is impossible to ask the people to keep diary measure on the amount spent 
on outshopping. Researchers, therefore, consider that it would be more accurate to 
use the number of outshopping trips as an indicator of the outshopping activities 
undertaken by the respondents (Samli, Riecken and Yavas, 1983). 
2.2.3 Types of Product Purchased 
Last but not least, some studies categorize outshoppers according to products 
purchased outside of their local shopping areas (Hozier and Stem, 1985). For 
example, Darden and Perreault (1976) identify outshoppers with accordance to the 
purchases of thirteen product categories over a past year. In general, they offer (a) the 
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big-ticket outshoppers who buy pricey home products, (b) the appearance 
outshoppers who buy looks-enhancement products, such as jewelry and apparel, (c) 
the furniture outshoppers, and (d) the home-entertainment outshoppers whose buying 
behavior is more entertainment oriented. From their perspective, outshopping is not a 
continuum. In other words, they believe that different types of outshoppers buy 
different kinds of products on different outshopping trips. For instance, big-ticket 
outshoppers are not believed to do so many trips as appearance outshoppers. 
From the above measures, we can realize that the outshopping phenomenon is 
pervasive and complex. Nevertheless, this amalgam contributes to the better 
understanding of different outshopping behaviors and sales leakages in various 
product categories. 
2.3 Factors Affecting Outshopping Behavior 
The intermarket patronage behavior of consumers, another name of outshopping, 
has been studied for over seventy years (e.g. Hawes and Lumpkin, 1984; Reilly, 
1931). A summary of past studies on outshopping or international outshopping is 
presented in Table 2.1 and Table 2.2. There are two main approaches in investigating 
this phenomenon, namely, macro-analytical approach (Table 2.1) and 
































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































2.3.1 Macro-analytical Approach 
Macro-analytical models focus on the characteristics of the markets under 
investigation, rather than the customers. The genesis of this research tradition was 
Reilly's work (1931). For example, the 'law of retail gravitation" has taken the 
macro-analytic approach. Subsequent contributions by Converse (1949) and Huff 
(1962) expand this emerging line of thoughts. Clark (1994) introduces a theoretical 
model and propositions describing the influence of land boundaries (secondary 
boundary effects) on the market area and market size of cross-border retail areas. 
Examples of these secondary boundary effects are boundary permeability, transfer 
cost, and differential pressure across national boundaries. In essence, the basic 
components of these models include market/mall size and geographic distance 
between trade areas. Marketers can rely on mathematical formulas that are 
empirically based to measure trade area size without resorting to expensive field 
surveys. 
One of the major conclusions of these research studies is that many residents in 
small communities travel to larger communities to purchase products, but that the 
converse seldom occurs. Besides, the size of the shopping mall and its physical 
distance to the target customers' home are the two major determinants of patronage 
behavior. The findings are important planning aids, especially in the shopping center 
location problem. However, the major criticism of this approach is the implied 
assumption that consumers in different situations behave similarly and consumers 
living in the rural area are more likely to shop out-of-town disregard of their personal 
characteristics and perception of retail facilities. So this approach is less than 
adequate in providing guidance for positive marketing programs designed to reverse 
21 
intermarket leakages. 
2.3.2 Micro-analytical Approach 
Most of the recent research on outshopping behavior have employed and 
emphasized on the micro-analytical approach. While the macro-analytical approach 
is based on the assumption that consumers with different characteristics exhibit 
similar outshopping or intermarket patronage, the micro-analytical approach is based 
on the premise that consumer characteristics influence the nature and extent of 
outshopping behavior. Consumers have a differential predisposition to forgo 
secondary costs such as time, money, and effort in their selection of one trade area 
over another. By using this micro-analytical approach, researchers focus on four 
major questions: I) characteristics of outshopper II) reasons for shopping out-of-town 
III) types of products that outshoppers purchase and VI) retail leakage (intermarket 
leakage), which means the revenue loss of local retail area due to the outshopping 
behavior. 
2.3.2.1 Characteristics of Outshopper 
Understanding the outshoppers better may result in more efficient marketing 
strategies on both sides of borders (Piron，2001). Hence, previous studies have 
attempted to determine individual characteristics of the outshoppers, discriminating 
mainly along socio-economic and psychological variables. 
22 
Socio-economic Variables 
Dawson and Garland (1983) first suggest similarities among socio-economic 
indicators that traditionally separate inshoppers from outshoppers in national and 
international context. Afterwards, evidence on the influence of socio-economic 
characteristics on outshopping abounds. The results of these studies, however, have 
generally been inconclusive and often contradictory (Samli, 1989). 
Higher income tends to indicate outshopping proneness with frequent 
outshoppers than occasional outshoppers and in turn, higher than inshoppers. (Hawes 
and Lumpkin, 1984; Herrmann and Beik, 1968; Darden and Perrault, 1976; 
Papadopoulos, 1980; Reynolds and Darden, 1972; Thompson, 1971). However, 
Samli and Uhr (1974) found that heavy outshoppers' total family income was 
relatively less than the outshopper, inshopper and loyal inshopper groups. 
Education is also used to characterize outshopper, but the results are mixed and 
different in various studies. Darden and Perreault (1976) found that there is no such 
difference among outshoppers. However, some studies showed that outshopping is 
positively related to the education (e.g., Dawson and Garland, 1983; Reynolds and 
Darden, 1972). Moreover, its effect is moderated by other demographic variables 
such as gender. For instance, some studies found that male outshoppers tend to have 
more formal education than male inshoppers (Hawes and Lumpkin, 1984; Reynolds 
and Darden, 1974). In another study, Samli and Uhr (1974) found that wives in the 
family unit of the heavy outshopper group tend to be less educated than wives of 
other groups. 
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The contradictory results can also be found in other demographic variables such 
as family size, life cycle stage and tenure in the community. Herrmann and Beik 
(1968) and Lillis and Hawkins (1974) provide evidence suggesting that outshoppers 
tend to live in smaller households, but other studies found no significant relationships 
between outshopper behavior and family size (Hawes and Lumpkin, 1984; 
Papadopoulos, 1980; Reynolds and Dardens, 1972; Samli and Uhr, 1974; Thompson, 
1971). Besides, two previous studies, Hawes and Lumpkin (1984) and Papadopoulos 
(1980) found that outshopping is positively associated with tenure in the community 
while Samli and Uhr's (1974) result is exactly the opposite. 
In addition, outshopping behavior may be negatively related to age, as younger 
people tend to outshop more often (Lillis and Hawkin, 1974; Papadopoulos, 1980; 
Reynolds and Darden, 1972; Samli and Uhr, 1974; Thompson, 1971). Gender may 
also be a factor in identifying outshopper as researcher such as Hawes and Lumpkin 
(1984)，Samli and Uhr (1974) found that frequent outshoppers are mostly males. 
Such findings give support to the idea of customized, gender-based retailing 
strategies. 
To summarize, a coalescent socio-economic profile of the outshopper has not 
emerged from the above studies. Researchers generally agree that not all 
socio-economic variables are good descriptors of the average outshopper. However, 
it is still important to know the socio-economic characteristics of cross-border 
shoppers in various countries or cities. It is because it can result in more efficient 




Since demographic variables provide mixed results in identifying outshopping 
behavior, some researchers suggest that psychographics might better predict 
outshopping behavior than demographics, and offer more efficient segmentation of 
outshopping (Lillis and Hawkins, 1974; Reynolds and Darden, 1972). 
More consistent findings have emerged from psychographic analyses of 
intermarket patronage groups. For example, Outshoppers tend to be more 
fashion-conscious and tend to expose themselves to more sources of information than 
those who do not outshop (e.g. Hemnann and Beik, 1968; Thompson, 1971) 
Besides, Herrmann and Beik (1968) find outshoppers to be less price sensitive, 
maybe a behavioral expression of outshopper's higher incomes, but Thompson (1971) 
reports that outshopping is most common where price reductions are the greatest. 
This apparent contradiction may be due to the difference in the traveling costs 
incurred by the respondents in two studies or by price differences not large enough to 
compensate for the traveling costs in the earlier study. 
The psychographic profile of female outshoppers was also studied. Reynolds 
and Darden (1972) find that frequent female outshoppers, particularly who are 
homemaker, are very active and urban oriented, but neither time-conscious nor loyal 
to any particular store. Besides, Darden and Perrault's (1976) studies possess that 
frequent outshoppers are more self-confident and showed greater patronage 
innovation behavior. These findings are also supported by Hawes and Lumpkin 
(1984)，adding that outshoppers are opinion leaders and influential information 
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sources for shopping matters. 
As a result, a psychographic profile of outshoppers is formed. Typical 
outshoppers are fashion-conscious, less price- and time-sensitive, innovative and 
cosmopolitan with no loyalties to particular stores. They are also the influential 
opinion leaders and are exposed to media to get updated retailing information. 
2.3.2.2 Reasons for Shopping Out-of-town 
Although identifying "who" of outshopping is important, but understanding 
"why" individuals engage in such activity would be more interest to retailers. It is 
because only by understanding "why" consumers engage in outshopping can retailers 
hope to affect this behavior. To fill this vein, attempts have been made to identify 
some of the reasons "why" consumers engage in outshopping. 
Attitude towards the store and shopping environment has been considered to be 
one of the most important constructs in consumer behavior. Attitude is generally 
defined as a learned disposition to respond in a consistently favorable or unfavorable 
manner with respect to a given object, issue or behavior (Fisbein and Ajzen, 1975). 
There exists a large body of consumer studies dedicated to examine the influence of 
attitude on intention to buy and behavior to act (e.g. Brown and Stayman, 1992; 
MacKenzie, Lutz and Belch, 1986). It is reported that customers with a more 
favorable evaluation on shopping attributes of a store tend to have a higher intention 
to shop there. On the other hand, unfavorable evaluation with the product or 
shopping options available locally has been shown to lead to higher levels of 
outshopping activity (Lillis and Hawkins, 1974; Reynolds and Darden, 1972; Samli, 
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1979; Samli, Riecken and Yavas, 1983; Samli and Uhr, 1974). This dissatisfaction 
with local shopping has also been shown to hold true for cross-border outshopping. 
Specifically, outshopping consumers are dissatisfied with the selection, quality, price, 
decor of appearance, service offered by sales personnel in local retail area, etc. All of 
these factors have been shown to lead an increased occurrence of outshopping (Lillis 
and Hawkins, 1974; Samli, Riecken and Yavas, 1983). 
Besides, tax escape might be one of the reasons why the local residents shop 
cross the border. Mowen, Weiner, and Young (1990) examine store choice in 
relationship to sales taxes in a laboratory experimental setting. Results indicate 
respondents purchasing low-priced items prefer purchasing from an in-state store, 
regardless of sales tax. However, respondents purchasing higher-priced items prefer 
purchasing from an out-of-state store without sales tax. This suggests sales tax 
escape may be one of the important reasons why consumers shop outside their local 
area. However, this sales tax escape may not be an applicable reason why Hong 
Kong or Macau residents shop across the border because there are no sale taxes in 
these two cities. However, the underlying factor, cost consciousness, could be 
applied to Hong Kong. 
2.3.2.3 Types of Product that Outshoppers Purchase 
Previous studies show that the product categories constituting primary targets of 
out-of-town purchases are characterized by high visibility, having significant status 
connotations, and are either shopping or specialty items (Papadopoulos, 1980). For 
example, Samli, Riecken and Yavas (1983) find that heavy outshoppers purchase 
some essential products and many shopping goods and services out of town. These 
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characteristics point to the need for comparative and careful shopping, which 
requires the availability of a large assortment of goods and store in the shopping 
place. Since previous studies mostly investigate outshopping behavior of small towns 
or less urban cities and their market size often do not allow this, it logically follows 
that outshopping in urban area will be heavier in these categories, such as clothing, 
sporting goods, furniture, appliances, and jewelry. 
2.3.2.4 Retail Leakage 
At least two different methods have been used to measure the extent of 
outshopping in dollar terms. For instance, Lillis and Hawkins (1974) have developed 
a methodology that utilizes consumer estimations of the proportion of out-of-town 
purchases coupled with secondary statistics for total household expenditure. In a later 
study conducted by Darden and Perrault (1974)，respondents are asked to recall, with 
the help of interviewers, specific outshopping expenditures in absolute dollar terms. 
In summary, a review of this literature offers several observations. As shown in 
Table 2.1 and Table 2.2, almost all of the recent studies employed micro approach in 
investigating outshopping phenomenon. In identifying and understanding the 
outshoppers' characteristics, it is found that outshoppers are not a homogeneous 
group in terms of personal characteristics and product sought. Second, 
socio-economic differences among shoppers lead to a typology of inter-market 
shopping variations, but the results are different in various studies. Third, 
psychographic characteristics appear to be partial determinants of outshopping 
behavior. Fourth, the attitudinal factors, such as the degree of 
satisfaction/dissatisfaction with local retail facilities, are asserted to be a major causal 
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factor in retail patronage movement. Finally, several studies have demonstrated the 
usefulness of shopping motives or orientations in formulating retail strategy and 
affecting consumer shopping behavior (e.g. Moschis, 1976; Tauber, 1972). The basic 
premise of shopping motives is that shoppers with different motives have different 
consumer characteristics and market behavior (Gehrt and Shim, 1998). Even though 
some researchers claimed that outshopping behavior may also be undertaken to 
satisfy different kinds of shopping motivations (Darden and Perreault, 1976), none of 
the previous studies has applied this finding in explaining cross-border shopping 
behavior by empirically testing the usefulness of shopping motives in differentiating 




By using micro-analytic approach, socio-economic data provides incomplete 
description as mentioned earlier. Most of the recent outshopping researches, 
therefore, have classified outshoppers by adding other personal characteristics, 
namely psychographic and attitudinal characteristics. In the present study, three types 
of personal characteristics are going to be examined, namely, socio-economic, 
attitudinal and motivational. 
Socio-economic variables are included in the present study to facilitate 
comparisons between this study and previous research findings. Besides, it is 
important to know the socio-economic characteristics in improving marketing 
strategies on both sides of borders. 
Attitudinal variables are chosen as they were considered to be important in 
predicting cross-border shopping behavior. It was postulated that outshopping 
behavior results primarily from dissatisfaction with local shopping conditions (Samli 
and Uhr, 1974). In addition, through the use of attitudinal data, specific consumer 
criticisms of local shopping facilities could be identified and information could be 
provided for local decision-markers. 
However, it appears that the relative attractiveness of the local or non-local 
shopping area may not be the sole reason for outshopping. To develop a more 
specific and practical profile of cross-border shoppers in Hong Kong and distinguish 
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them from in-shopper more accurately, psychographic characteristics are replaced by 
the motivational characteristics in the present study. Motivational characteristics 
(shopping motives) are related to general predisposition or motives toward acts of 
shopping. They are frequently referred to shopping specific psycho graphics, 
reflecting a complex of social, recreational and economic phenomena (Darden and 
Howell, 1987). As mentioned earlier, the basic premise of shopping motives is that 
shoppers with different motives have different consumer characteristics and market 
behavior (Gehrt and Shim, 1998). Some researchers claimed that outshopping 
behavior may also be undertaken to satisfy different kinds of shopping motivations 
(e.g. Darden and Perreault, 1976; Tauber 1972). For instance, Darden and Pereeault 
(1976) observed that "much outshopping can be explained by a desire for new and 
different shopping experience". Several studies have also demonstrated the 
usefulness of shopping motives or orientations in planning retail strategy (e.g. 
Moschis, 1976). 
In a seminal study, Stone (1957) identify our kinds of shopping orientation: 
economic, personalizing, ethical and apathetic. Darden and Reynolds (1971) examine 
the relevance of Stone's theory as an explanation for the shopping behavior of 
consumers and the results confirm Stone's propositions. To be more specific in 
identifying the motivational characteristics of people, Tauber (1972) conduct 
research in this field that expands the scope of research in patronage behavior by 
outlining the rich array of motives for shopping. He claims that sometimes 
consumers shop for reasons other than obtaining products. He further notes that 
consumers often shop out of personal motives (role playing, diversion from the 
routine of daily life, self-satisfaction, learning about new trends, physical activity, 
and sensory stimulation) and social motives (social experiences outside the home, 
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communication with others that have similar interest, peer group attraction, status 
and authority, and pleasure of bargaining). Therefore, it is possible that outshopping 
is undertaken to satisfy different motivations or shopping orientations, such as 
recreational purpose, status seeking, and pleasure of bargaining, of the people. 
However, few studies have tried to empirically test the impact of various shopping 
motives on outshopping behavior. The present study would therefore include 
motivational characteristics as one of the constructs. 
3.1 In-depth Interviews 
Since most of the studies were conducted in North America and emphasized the 
outshopping behavior of people living in rural trade areas, it is conceivable that the 
factors influencing consumer outshopping may vary between countries and regions. 
Such differences could be attributed to economic and cultural backgrounds affecting 
consumers' personal characteristics and to various levels of retail development 
(Piron, 2002). Hence, in-depth interviews were first conducted in Hong Kong to 
identify whether there are some other specific reasons that are different from 
previous research findings and lead Hong Kong people to adopt cross-border 
shopping. 
Individual in-depth interviews were conducted in Hong Kong with a 
convenience sample of six, divided evenly between men and women, in November 
2001. Their socio-economic characteristics are shown in Table 3.1. We aim at 
identifying some of the major reasons why Hong Kong people shop across the border. 
Rather than using a direct approach in questioning subjects such as why they shop 
across the border, respondents were asked to recall their most recent cross-border 
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shopping trips, discuss their shopping activities and experiences, and reveal what 
enjoyment from the trip. These interviews are vital as they shed light on hypotheses 
generation in this study to supplement the existing literature, and they help to 
establish the level of consumer vocabulary in relation to cross-border shopping 
behavior (Tauber, 1972). 
Table 3.1: Socio-economic Characteristics of the Interviewees 
Interviewee Gender Age Occupation Frequency of 
Shopping in Shenzhen 
A Male Over 40 Blue collar Once a month 
B Male 41 Teacher Once per quarter 
C Male 63 Retired Once a year 
D Female 30-40 Housewife Once a month 
E Female 45 Housewife Once a month 
F Female 24 Office lady Once for six months 
All of the interviewees agree that one of the determinant factors attracting them 
to shop in Shenzhen is the low price level. They feel that they are more liberal to 
spend money in Shenzhen. However, except the economic orientation, their other 
shopping motives are different. For example, the housewives regard shopping in 
Shenzhen as social experiences. Visiting Shenzhen in small groups has become a part 
of their social life. They also enjoy the haggling process when shopping in Shenzhen. 
It is because they can devise some subtle psychological tactics and find satisfaction 
and a sense of achievement by practicing them on Shenzhen vendors. On the other 
hand, male respondents go to Shenzhen because of the massage service in Shenzhen. 
They think that they are not affordable to patronage in the massage centre in Hong 
Kong. However, all of the respondents agree that some of the retailers in Shenzhen 
are crafty and unreliable, and thus they would choose the retailers carefully by 
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seeking advises from their friends and relative. 
In view of their attitudinal characteristics, they are all dissatisfied with the price 
level in Hong Kong, but their satisfaction levels on product and service quality in 
Shenzhen are mixed. Most of them claimed that they would only patronage the shops 
recommended by their friends or relatives to ensure the quality of services and 
products. 
The results of the in-depth interviews are utilized in the development of 
hypotheses and questionnaire items. The findings and characteristics obtained from 
these interviews and literature review along with the hypotheses pertaining to 
cross-border shoppers are described below. Figure 1 provides a complete list of the 
variables that are utilized in this study. 
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Figure 1 
Factors Affecting Cross-border Shopping Behavior 
Socio-economic 
Characteristics 
> Tenure in Shenzhen (+) 
> Tenure in Guangdong 
Province(+) 
> Living location (+) 
> Household Income (-) 
> Personal Income (-) 
> Length of residence in 
the Mainland (+) 
> Age (-) 
> Occupation 




> Status and Authority > Service quality (+) 
Seeking (+) > Product quality (+) 
> Pleasure of t > Service selection 
Bargaining seeking ^ ^ ^ ^ ^ (+) 
(+) 广 Cross-border > Product selection 
> Social experiences —•( Shopping W - (+) 
seeking (+) V Behavior J > Price Level (+) 
> Economic motive (+) > Comfort of 
> Recreational motive shopping 
(+) environment (+) 
> Entertainment motive > Perceived value of 
(+) services (+) 
> Perceived value of 
products (+) 
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3.2 Socio-economic Characteristics 
Several socio-economic variables are identified in order to profile and identify 
cross-border shoppers and non-shoppers. These include tenure in Shenzhen and in 
the Guangdong Province, living location, income level, length of residence in Hong 
Kong, occupation, age and gender. 
3.2.1 Tenure in Shenzhen and in Guangdong Province 
A recent survey conducted in Hong Kong has shown that there is an increasing 
number of Hong Kong people buying house or flat in the Mainland especially in the 
Guandong Province, in which over 50 percent of the housings are located in 
Shenzhen. The total value of the housing units bought by them was over two billions 
in 2001 (Apple Daily, 2002). Thus, it is predicted that those Hong Kong people who 
have tenure in Shenzhen or the Guangdong Province are likely to shop in Shenzhen 
because they are believed to visit Shenzhen more frequently for relaxation and 
entertainment. People who have housing in the Guangdong Province are also more 
likely to shop in Shenzhen because they may go to Shenzhen in order to go to the 
other parts of the Guangdong Province. Therefore, we propose the following 
hypothesis: 
HI a: Hong Kong people who have tenure in Shenzhen are more likely 
to be the cross-border shoppers. 
Hlb： Hong Kong people who have tenure in Guangdong Province 
(except Shenzhen) are more likely to be the cross-border 
shoppers. 
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3.2.2 Living Location 
In regard to living location, previous studies have found that there are secondary 
costs of shopping, such as arranging the purchase and getting the purchased item 
home. Therefore, along with the cost of the item, secondary costs in time, money, 
and effort, can be important determinants of shopping behavior (Herrmann and Beik, 
1968). Moreover, previous studies show that those families living on the outskirts are 
more likely to shop out-of-town or cross the border as it is convenient to shop in a 
neighboring center or cities and their secondary cost of shopping across the border is 
lower than the other families living on other parts of the city (Pinkerton, Hassinger 
and O'Brien, 1995). 
Therefore, people living in the northern part of Hong Kong are likely to shop 
across the border because their secondary cost of shopping cross-border is lower than 
the others. For example, they can access Shenzhen easily by taking train or bus. For 
those living in the northern districts of the New Territories, such as Fanling and 
Sheung Shui, the traveling time of going to the border is only about 15 minutes. 
Additionally, report showed that the retailing industry in the Northern part of the 
New Territories suffered from the biggest hit, many shop owners had closed down 
their shops located in malls along the railway line, such as Sheung Shui and Fanling, 
because of the prevalence of cross-border shopping (Wen Wei Po, 1998). Thus, here 
comes the following hypothesis: 
Hlc： Hong Kong people living in the northern part of Hong Kong are 
likely to shop across the border than people living in other parts 
of Hong Kong. 
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3.2.3 Income Level 
Regarding to income level，previous studies in North America have found that 
most outshoppers have higher income level and live in rural areas or small towns 
(Hawes, and Lumpkin, 1984). They spend a lot on the out-of-town shopping for 
those goods and services that may not be obtained in their home community. 
However, this rationale might not be applicable in Hong Kong. Hong Kong is a 
“Shopping Paradise" that has high accessibility of various kinds of goods and 
services, so residents in Hong Kong can go shopping freely. Hawes and Lumpkin's 
findings may not be applicable to Hong Kong. 
Furthermore, in spite of the high living standard, the income level of Hong 
Kong people has decreased a lot in recent years because of the Asian Financial Crisis 
and worldwide sluggish economy. The Hong Kong media have reported that families 
in the lower income group have a larger tendency to go to Shenzhen for shopping as 
they cannot afford the high standard of living in Hong Kong (Shing Pao, 2000). Due 
to the price level differences between Shenzhen and Hong Kong, they can have a 
higher consumption power in Shenzhen. In other words, they can buy more 
quantities of goods and services in Shenzhen with the same amount of money. They 
therefore go to Shenzhen to shop instead. Thus, we propose the following 
hypotheses: 
Hldi： Cross-border shoppers have lower monthly household income 
than non-shoppers. 
Hld2'. Cross-border shoppers have lower monthly personal income than 
non-shoppers. 
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3.2.4 Length of Residence 
Length of residence in Hong Kong is also a factor included in our study. 
According to the previous studies, long-established residents would have a higher 
tendency to shop in their hometowns. This shopping habit may be due to long term 
loyalty and possibly personal contact with traders (Guy, 1990). On the contrary, 
people, who are immigrants from the Mainland or have lived in the Mainland before, 
are more likely to adopt cross-border shopping. The reason is that they might have 
relatives and friends in the Mainland, they will have more chances to go to the 
Mainland to visit them, which in turn increase their likelihood to shop across the 
border. As such, we propose the following hypotheses. 
HI el: Cross-border shoppers have a shorter length of residence in Hong 
Kong than non-shoppers. 
Hle2: Hong Kong people, who have lived in the Mainland before, are 
more likely to be the cross-border shoppers. 
3.2.5 Age 
Previous studies have shown that adopters of outshopping behavior tend to be 
younger, because younger shoppers may be more willing to experiment in their 
shopping patterns for leisure and recreation (Guy, 1990). Outshopping trips can 
satisfy their non-purchase motives such as seeking social experiences and alleviating 
their pressures from daily work. On the contrary, older people are less likely to shop 
across the border because of the relatively long traveling time and inconvenience. 
Therefore, we propose the following hypothesis: 
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Hlf： Cross-border shoppers are younger than non-shoppers. 
3.2.6 Other Socio-economic Variables 
In this study, we would also investigate whether occupation, education level and 
gender are good predictors for cross-border shopping behavior. The relationship 
between occupation, education level as well as gender and outshopping behavior was 
inconsistent in many studies (e.g. Darden and Perrault, 1976; Dawson and Garland, 
1983; Papadopoulos, 1980; Samli and Uhr, 1974). These three socio-economic 
variables, therefore, are included among the socio-economic variables without the 
statement of expected direction of the relationship with cross-border shopping. In 
other words, these relationships are tested to investigate their influence on 
cross-border shopping behavior in Hong Kong context. Thus, we propose the 
following hypotheses. 
Hlg： There is no difference between cross-border shoppers and 
non-shoppers on occupation. 
Hlh： There is no difference between cross-border shoppers and 
non-shoppers on education level. 
Hlj： There is no difference between cross-border shoppers and 
non-shoppers on gender. 
3.3 Attitudinal Characteristics 
As mentioned earlier, attitude has been considered to be one of the most 
important constructs in consumer behavior. Previous researchers have agreed that 
attitudinal variables, in the form of consumer's evaluation with local retailing, are 
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closely associated with outshopping (Piron, 2001). Papadopoulos' (1980) review of 
six studies finds positive relationships between more specific questions related to 
shopping satisfaction and shopping in the community. In other words, outshopping is 
a function of consumers' content and discontent with local retail facilities (Samli and 
Uhr, 1974; Samli 1979). For example, unfavorable attitudes towards price, product 
quality, selection and service quality in domestic markets have been proved to be 
related to outshopping (e.g. Riecken and Yavas, 1988; Samli, Yavas and Riecken, 
1983; Thompson, 1971) 
The present study, however, differs from previous studies. The measure of 
evaluation or satisfaction/dissatisfaction in previous studies was mainly consumers' 
sentiments towards the local facilities only. Samli, Riecken and Yavas have stated 
that these sentiments may be modified by the attractiveness of other shopping 
facilities outside the local retail areas. Here the modification is taken into account. 
Relative rather than absolute evaluation measures are derived and used as correlates 
of cross-border shopping behavior. The findings from these relative attitudinal 
statements are more applicable to retailers in home city and outshop area because 
they can identify their strengths and weaknesses when compared with their 
competitors in view of outshoppers. Four traditional shopping attributes, including 
price, selection, service quality and product quality, are measured in this study. In 
addition, the relative satisfaction/dissatisfaction on the comfort of the shopping 
environment and the perceived value of products and services offered in shopping 
area would also be taken into the account to increase the comprehensiveness of the 
outshopping evaluation. Thus, we propose the following hypotheses: 
H2a： Cross-border shoppers, relative to non-shoppers, will have a 
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higher rating of evaluation on service quality in cross-border 
shops when compared with local shops. 
H2b： Cross-border shoppers, relative to non-shoppers, will have a 
higher rating of evaluation on product quality in cross-border 
shop when compared with local shops. 
H2c： Cross-border shoppers, relative to non-shoppers, will have a 
higher rating of evaluation on service selection in cross-border 
shops when compared with local shop. 
H2d： Cross-border shoppers, relative to non-shoppers, will have a 
higher rating of evaluation on product selection in cross-border 
shops when compared with local shops. 
H2e： Cross-border shoppers, relative to non-shoppers, will have a 
higher rating of evaluation on price level in cross-border shop 
when compared with local shops. 
H2f： Cross-border shoppers, relative to non-shoppers, will have a 
higher rating of evaluation on comfort of shopping environment 
in cross-border shops when compared with local shops. 
H2g： Cross-border shoppers, relative to non-shoppers, will have a 
higher rating of evaluation on "service's worth exceeding its face 
value" in cross-border shops when compared with local shops. 
H2h： Cross-border shoppers, relative to non-shoppers, will have a 
higher rating of evaluation on "product's worth exceeding its face 
value" in cross-border shops when compared with local shops. 
3.4 Motivational Characteristics 
In addition to the socio-economic and attitudinal characteristics, motivational 
characteristics should also be considered as another factor for predicting and 
explaining outshopping behavior. In fact, shopping motives or shopping orientations 
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have been shown to be useful predictors of patronage behavior (Lumpkin and Hawes, 
1985; Shim and Drake, 1990). For the purpose of the present study, several shopping 
motives are identified in order to profile and identify cross-border shoppers and 
non-shoppers. They include status and authority seeking motive, social experiences 
seeking motive, pleasure of bargaining seeking motive, economic motive, 
recreational motive and entertainment seeking motive. 
3.4.1 Status and Authority Seeking Motive 
Tauber (1972) proposed that seeking status and authority may be one of the 
motives for joining shopping trips. Indeed, the general concept of a store is an 
institution, which serves the public. Store personnel compete for the buyer's favor, 
especially in lines of merchandise where comparison shopping is likely, so shopping 
may be more enjoyable than buying in such instance. For some customers, the 
enjoyment of this sense of status and authority may considerably delay a purchase 
decision since it terminates the attention they are receiving from the service 
providers. 
It seems that shopping in the Mainland could provide opportunities for 
individuals to command attention and respect. It might be because to Shenzhen 
people, Hong Kong people are superior to them and are of higher status (Next 
Magazine, 1999), Furthermore, for the same product, the price of good in Shenzhen 
is lower than that in Hong Kong. Hong Kong customers like to buy a large sum of 
things on a single trip. They pour money into the pockets of the shop owner like a 
millionaire. Cross-border shoppers might have a sense of being "big spenders" in 
Shenzhen. They would also be able to attain a feeling of status and power in this 
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limited "master-servant" relationship. Such kinds of relationship and sense of status 
and authority would considerably increase the likelihood of cross-border shopping 
activities. Hence, we propose the following hypothesis. 
H3a： Cross-border shoppers have a stronger motive of seeking status 
and authority in shopping than non-shoppers. 
3.4.2 Pleasure of Bargaining Seeking Motive 
For some of the shoppers, bargaining might be a degrading activity and 
haggling implies that consumer is unsophisticated. However, others may enjoy the 
process of bargaining. It is because they are proud of having the ability to purchase 
products at what they believed to be optimum price. According to Tauber (1972), 
there also appears to be an implicit competition that occurs between buyers - a type 
of ego-centered buyer competition. A shopper would be proud of himself because of 
his ability in making wise purchase. 
In the Mainland, especially in Shenzhen, the prices of goods are not clearly 
stated. Hong Kong people who enjoy the pleasure of bargaining are more likely to 
shop in Shenzhen. It is because consumers need to inquire the price, bargain with 
salesmen in order to buy the desired goods at a good price. On the other hand, a “one 
price policy" is adopted in Hong Kong. It means consumer's participation in the 
bargaining process is low in Hong Kong as they don't have any opportunity 
(Economic Digest, 1999). Shenzhen may be a good retail area for them to enjoy the 
pleasure of bargaining. Therefore, we propose the following hypothesis: 
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H3b： Cross-border shoppers have a stronger motive of seeking the 
pleasure of bargaining in shopping than non-shoppers 
3.4.3 Social Experiences Seeking Motive 
The marketplace, especially shopping arcade, has traditionally been a center of 
social activity (Tauber, 1972). In general, shopping can provide an opportunity for 
social experiences outside home because joining shopping trips may result in direct 
encounters with friends and relatives. The patronage of a store somehow also reflects 
a desire to be with one's peer group to which one aspires to belong. 
In fact, shopping in the Mainland does provide a social interaction to Hong 
Kong people. Many Hong Kong people, in particular housewives, enjoy sharing their 
one-day trip in Shenzhen retail outlets with neighbors, friends and relatives (Ming 
Pao Daily, 1999). The housewives in our in-depth interview also showed great 
enjoyment and happiness when they described their shopping experience with their 
friends in Shenzhen. Therefore, we propose the following hypothesis: 
H3c： Cross-border shoppers have a stronger motive of seeking social 
experiences in shopping than non-shoppers 
3.4.4 Economic Motive 
Previous studies show that some shoppers view shopping as an economic 
activity that was necessary in order to obtain products, so the price of the products 
was one of the most determinant factors affecting their patronage behaviors. These 
shoppers are known as economic shoppers (Stone, 1954). The economic oriented 
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shoppers are motivated to shop by a desire to find the lowest price for the products or 
services. These shoppers are not likely to be as loyal to an individual store or specific 
retail area, but rather will search across many different places to find the lowest 
prices. It is described as one who focuses exclusively on paying low prices when 
making purchase decisions. 
As mentioned earlier, prices of goods in Shenzhen are generally low when 
compared with those goods sold in Hong Kong. It is mainly because the cost of 
living and the operation cost of running a business in Shenzhen are lower than in 
Hong Kong. Therefore, the retailers in Shenzhen can sell the goods at low prices so 
as to lure consumers. Furthermore, a survey conducted by a Hong Kong political 
party found that more and more people are affected by the economic recession, so 
they shop across the border and bargain for a lower price (Hong Kong Standard, 
1999). Therefore, Hong Kong people with strong economic motives are more likely 
to shop across the border. Here comes to the hypothesis: 
H3d： Cross-border shoppers have a stronger motive of seeking lower 
price in shopping than non-shoppers 
3.4.5 Recreational Motive 
Shopper with recreational motive can be defined as those who enjoy shopping 
as a leisure-time activity (Bellenger and Korgaonkar, 1980). The recreational shopper 
is interested in the shopping experience as much or more than the actual acquisition 
of products. These individuals are highly involved in all aspects of shopping and 
appear to derive more pleasure from the process of shopping than the actual 
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acquisition of a product. For example, retail outlets provide many potential sensory 
benefits for shoppers, such as the pleasure of handling and trying the merchandise 
and the pleasure of enjoying the crowded atmosphere and environment. Recently, 
there has been growing acceptance of recreational motive as an important precursor 
of consumer behavior (Dawson, Bloch and Ridgway, 1990). 
According to our in-depth interviews, shopping in Shenzhen is more enjoyable 
than in Hong Kong. In essence, the interviewees think that the experience of 
shopping in Shenzhen is much better and enjoyable than in Hong Kong. It is because 
shopping in Shenzhen provides more recreational benefits. For example, they 
consider products and services offered in Shenzhen to be more fashionable, trendy 
and stylish and not passe. Also, they are able to release their pressure and give vent 
to their repressed feeling induced from the daily life through a shopping trip in 
Shenzhen. So it seems that people who enjoy shopping are more likely to shop 
cross-the border as it provide more recreational benefits than local store. Here comes 
our hypothesis: 
H3e： Cross-border shoppers have a stronger recreational motive in 
shopping than non-shoppers 
3.4.6 Entertainment Seeking Motive 
According to Tauber (1972)，shopping can offer an opportunity for diversion 
from one routine of daily life and give vent to the repressed feelings of shoppers. It is 
because they can also enjoy the entertainment facilities located in the shopping areas 
(Blakney and Sekely, 1994). In fact, Samli, Riecken and Yavas (1983) found that 
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entertainment facilities were an important attribute to draw shoppers to another 
trading area from local retail area. 
As a result, it is believed that shoppers with stronger entertainment seeking 
motive are more likely to shop cross-border. It is because Shenzhen provides a wide 
variety of shops for entertainment, such as massage center, karaoke, Chinese 
restaurant for singing Chinese opera, etc. Despite the fact that these entertainment 
facilities can also be found in Hong Kong, they are located in different parts in Hong 
Kong, which in turn are inconvenient to Hong Kong people. On the contrary, people 
can access these entertainment facilities more easily in Shenzhen because they are 
mostly located in the same region, such as Dongmen (East Gate). Hong Kong 
shoppers would enjoy "one-stop" shopping and entertainment in Shenzhen. 
Therefore, we propose the following hypothesis: 
H3f： Cross-border shoppers have a stronger motive of seeking 





Since the main objective of this study is to identify the factors that lead to or 
affect Hong Kong residents who cross the border to Shenzhen for shopping, the 
population in this study is defined as Hong Kong residents. We will identify the 
cross-border shoppers as well as the non-shoppers. Recognizing the multiplicity and 
limitations of existing definitions of cross-border shoppers and outshoppers, the 
present study refers cross-border shopper as Hong Kong resident who visited 
Shenzhen in the past twelve months for shopping and entertainment purposes. 
4.2 Sampling and Data Collection 
This study employed the structured questionnaire survey as a data collection 
method. There were two stages in the process of data collection, namely, pretest of 
the questionnaire and personal interview. 
4.2.1 Pretest of the Questionnaire 
After obtaining the information through in-depth interviews and literature 
review, the preliminary items for the questionnaire were constructed. Pretest was 
then conducted in January 2002 to ensure the format, language clarity, suitability and 
reliability of the questions. This pretest could also help us gain and accumulate 
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experience in conducting personal interviews of the main study. 
The data were collected through self-administered and structured questionnaire. 
Respondents include both student samples and non-student samples. Student samples 
are the students from an undergraduate class of marketing in one university in Hong 
Kong. Non-student samples are drawn through convenience sampling and snowball 
sampling. Altogether, 146 completed questionnaires were received in this pretest. 
The questionnaire was divided into three main parts, namely, outshopping 
information, attitudinal and motivational characteristics as well as socio-economic 
characteristics. In addition, respondents were asked to give comments on this 
questionnaire with an open-ended question. The purpose of this question was to find 
out potential problems and misunderstandings on instructions, statements, and the 
questionnaire format. For example, some of the respondents claimed that the 
questionnaire is a little bit lengthy and there are several ambiguities in the 
instructions. 
In the first part of the questionnaire, respondents were screened and asked 
whether they have visited Shenzhen for the past twelve months and their purpose for 
going to Shenzhen so as to identify cross-border shoppers. They were also asked 
about their frequency of visiting Shenzhen, average spending, traveling time and 
method, product categories purchased in Shenzhen. 
In the second part of the questionnaire, nine attitudinal statements, including 
overall attitude, were asked to measure the respondents' attitude towards shopping in 
Shenzhen when compared with shopping in Hong Kong. Multi-item scales were 
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constructed to measure their motivational characteristics. There were thirty 
statements in this pretest to measure six motivational characteristics, four items for 
measuring entertainment motive and pleasure of bargaining seeking motive 
respectively, five items for measuring status and authority seeking and recreational 
motive respectively, six items for measuring social experiences seeking and 
economic motive respectively. The measures of these motives were adapted from 
previous research (Darden and Reynold, 1971; Gehrt and Shim, 1998; Gutman and 
Millis, 1982; Li, Kuo and Russell, 1999; Sproles and Sproles, 1986; Sproles and 
Sproles, 1990) and based on the findings from the individual in-depth interviews. 
The reliability coefficients of these six dimensions were shown in Table 4.1. 
Table 4.1 
Summary of Reliability Coefficient of Six Motivational Characteristics 
(Pretest Study) 
Motivational No. of Student Non-student Total Sample 
Characteristics Items Samples Samples (N=146) 
(N=47) (N=99) a 
a c^ 
Entertainment 4 0.8152 0.7257 0.7600 
Pleasure of Bargaining 4 0.7202 0.8715 0.8434 
Seeking 
Status and Authority 5 0.9048 0.8373 0.8600 
Seeking 
Recreational 5 0.8136 0.8261 0.8163 
Social Experience 6 0.8743 0.8227 0.8365 
seeking 
Economic 6 0.6696 0.7383 0.7416 
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To improve the reliability of the motivational variables and reduce the number 
of items to a manageable size, seven items were then deleted. Therefore, there are 
two items for measuring pleasure of bargaining seeking motive, four items for 
measuring status and authority seeking motive, entertainment motive, social 
experiences seeking motive and recreational motive respectively, and five items for 
measuring economic motive remaining in the questionnaire for the mall intercept 
interviews. 
In the last part of the questionnaire, several questions with multiple choices 
were asked to examine the socio-economic profile of the respondents. Examples are 
gender, age, education, number of house/flat owned in Shenzhen and Guangdong 
Province, income level, occupation, living district and length of living in Hong Kong 
and China. 
4.2.2 Personal Interviews 
After conducting the pretest, minor adjustments and improvements were made 
on the questionnaire items. For examples, some of ambiguities had been thwarted 
and some of the redundant items were deleted. By using the modified questionnaire, 
the data were then collected through personal interviews from February to April 
2002，using a three-page structured questionnaire. Personal interview can be defined 
as person-to-person discourse, initiated by the interviewer for the purpose of 
obtaining relevant research information (Cannell and Kahn, 1968). It allowed the 
individual gathering the data to clarify and explain potentially confusing questions 
(Siu and Cheng, 2001). It could also be helpful in learning respondents' reasons for 
doing and believing something. Additionally, it yields more accurate responses than 
52 
other methods, such as telephone interviews, and the data are more easily obtained 
(Bush and Hair，1985). 
To ensure that the sample would represent a good cross-section of different 
strata of socio-economic groups of the Hong Kong population, respondents were 
interviewed at mall and non-mall locations scattered over different districts in the 
Hong Kong Island, the Kowloon Peninsula and the New Territories respectively (see 
Table 4.2). Moreover, in order to avoid potential bias owing to the use of 
non-probability sampling and the "timing", interviews were conducted at different 
times of the day and on every day of the week. 
Table 4.2 
Locations for Conducting Personal Interviews 
Districts Numbers of Numbers of 
Location Questionnaire 
Collected 
Hong Kong Island 2 198 
Kowloon Peninsula 4 246 
New Territories (along the KCR route) 3 368 
New Territories (without KCR) 2 192 
Total i i 1004 
The sample consisted of adults, who aged 18 or above, residing in Hong Kong. 
Proportional stratified sampling (quota sampling) was employed in the present study. 
The stratifying variable was age, so the distribution of age was quite close to the 
result of 2001 Hong Kong census. Hong Kong residents who agreed to participate in 
the study were invited to complete a questionnaire. Respondents were asked to 
provide data on their past cross-border shopping behaviors as well as socio-economic, 
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attitudinal and motivational characteristics. The response rate was about 60%. 
Altogether, a total of 1,004 respondents were interviewed. 
4.3 Measurement 
4.3.1 Cross-border Shopping Behavior 
This study contrasts two groups: Cross-border shoppers and non-shoppers. 
Respondents' replies to the question: "Have you visited Shenzhen for shopping and 
entertainment in the past twelve months?" was used to classify each person into one 
of the two criterion groups. If the answer was "yes", the respondents were classified 
as cross-border shoppers; otherwise, they were classified as non-shoppers. 
4.3.2 Socio-economic Characteristics 
The respondents were asked several socio-economic questions, including gender, 
age, educational level, housing ownership in Shenzhen and other cities in Guangdong 
province, monthly personal income, monthly household income, length of living in 
Hong Kong and the Mainland, occupation and living districts. 
The response categories for age were “18-29”，“30-39”，“40-49” and "50 or 
above". The response categories for educational level were "primary school or 
below", "secondary" and "college/university or above". Four response categories 
were used to measure the housing ownership in Shenzhen and other cities in 
Guangdong province, ranging from "none" to "three or above". Eight response 
categories were used to measure the monthly personal income, ranging from 
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"HK$5,000 or below" to "HK$50,001 or above. Nine response categories were used 
to measure the monthly household income, ranging from "HK$5,000 or below" to 
"HK$60,001 or above. Five response categories were used to measure the 
respondents' length of residence in Hong Kong, ranging from "5 years or below" to 
"over 30 years". To measure the respondents' length of residences in China, 
respondents' replies to the multiple-choice question: "Have you ever lived in the 
Mainland?" If the answer was "yes", they were then asked to give the exact numbers 
of year living in the Mainland. Last but not least, the respondents were asked to 
report their occupation and living districts. The general profiles of the respondents 
are shown in Table 4.3. 
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Table 4.3 
Socio-economic Characteristics of the Respondents 
Socio-economic Characteristics N % 
Gender 
Male 480 47.8 
Female 524 52.2 
Age 
1 8 - 2 9 289 28.8 
3 0 - 3 9 298 29.7 
4 0 - 4 9 281 28.0 
50 or above 127 12.6 
No Response 9 0.8 
Education Level 
Primary or below 120 12.0 
Secondary 509 50.7 
College/University or above 355 35.4 
No Response 20 2.0 
Monthly Personal Income* 
HK$5,000 or below 309 30.8 
HK$5,001- 10,000 176 17.5 
HK$10,001-15,000 157 15.6 
HK$15,001-20,000 133 13.2 
HK$20,001-30,000 99 9.9 
HK$30,001-40,000 39 3.9 
HK$40,001-50,000 14 1.4 
HK$50,001 or above 26 2.6 
No Response 51 5.1 
Monthly Household Income 
HK$5,000 or below 20 2.0 
HK$5,001- 10,000 65 6.5 
HK$10,001-15,000 148 14.7 
HK$15,001-20,000 192 19.1 
HK$20,001-30,000 213 21.2 
HK$30,001-40,000 126 12.5 
HK$40,001-50,000 71 7.1 
HK$50,001-60,000 45 4.5 
HK$60,001 or above 64 6.4 
No Response 60 6.0 
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Table 4.3 (Continued) 
Socio-economic Characteristics of the Respondents 
Socio-economic Characteristics N % 
No. of Real Estate Owned in Shenzhen 
None 896 89.2 
1 83 8.3 
2 5 0.5 
3 or above 0 0 
No Response 20 2.0 
No. of Real Estate Owned in Guangdong 
Province other than in Shenzhen 
None 780 77.7 
1 168 16.7 
2 20 2.0 
3 or above 10 1.0 
No Response 26 2.6 
Length of Residence in Hong Kong 
5 years or below 8 0.8 
6 to 10 years 19 1.8 
11 to 20 years 134 13.3 
21 to 30 years 267 26.6 
Over 30 years 551 54.9 
No Response 25 2.5 
Living in China Before 
Yes 159 15.8 
No 772 76.9 
No Response 73 7.3 
Occupation 
Student 126 12.5 
Housewife 93 9.2 
Employed 706 70.3 
Unemployed 10 1.0 
Retired 30 3.0 
No Response 39 3.9 
Living Districts 
Hong Kong Island 182 18.1 
Kowloon Peninsula 234 23.3 
New Territories (along the KCR route) 378 37.6 
New Territories (without KCR) 180 18.0 
No Response 30 3.0 
* US$1.0 = HK$7.8 
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4.3.3 Attitude towards Shopping in Shenzhen 
To measure the attitudes of respondents towards cross-border shopping in 
Shenzhen, eight attitudinal statements were included in the questionnaire. These 
statements served as a set of operational definitions measuring respondents' attitudes 
towards shopping in Shenzhen as long as attitudes towards shopping in Hong Kong 
on eight relevant dimensions: service quality, product quality, service selection, 
product selection, price level, comfort of shopping environment, perceived value of 
services and perceived value of products. A six-point was employed in order to avoid 
the central tendency in responses and to gain more effective screening power. 
Responses were made on this six-point scale ranging from 1 (strongly disagree) to 6 
(strongly agree) 
4.3.4 Motivational Characteristics 
In the present study, motivational statements were selected on the basis of their 
potential to differentiate between cross-border shoppers and non-shoppers. The 
selected dimensions are status and authority seeking motive, pleasure of bargaining 
seeking motive, social experiences seeking motive, economic motive, recreational 
motive and entertainment seeking motive. Each of these motives was measured 
through a number of statements. Responses were made on a six-point scale ranging 
from 1 (strongly disagree) to 6 (strongly agree). A six-point scale, again, was 
employed to avoid the central tendency in responses and to gain more effective 
screening power as mentioned earlier. The motivational statements were factor 
analyzed with principal component analysis. The results are shown in Table 4.4. This 
analysis produced six relevant factors with eigenvalues greater than unity, accounting 
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for a total of 67 percent of the variance. The reliability coefficients of these six 
dimensions range from 0.7025 to 0.8859. On the other hand, to know whether these 
motivational characteristics are highly correlated, we have computed the simple 
correlations among various shopping motives. Results reported in Table 4.5 show 
that correlations among shopping motives only range from 0.289 to 0.580. The 
pattern of correlation indicates that the natures of shopping motives are different to a 
certain extent and not highly correlated. 
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Table 4.4 
Summary of Factor Analysis Results on Motivational Characteristics 
Factor Loading 
Measures and Factors I II III 
Factor 1: Status and Authority Seeking Motive 
14.427% of variance 
Coefficient alpha = 0.8632 
> Shopping gives me a feeling of having 0.827 
higher status. 
> Shopping gives me a sense of authority 0.779 
and superiority. 
> Shopping provides an opportunity for me 0.768 
to be respected. 
> Shopping gives me a feeling of having 0.433 
stronger power. 
Factor 2: Social Experience Seeking Motive 
12.880% of variance 
Coefficient alpha = 0.8859 
> Shopping lets me meet my friends. 0.812 
> Shopping gives me opportunity to meet 0.778 
my friends. 
> Shopping can enhance my friendship. 0.767 
> My friends always come with me when I 0.685 
shop. 
Factor 3: Economic Motive 
12.531% of variance 
Coefficient alpha = 0.7944 
> Having a low price when shopping is very 0.766 
important to me. 
> I look carefully to find the best value for 0.749 
the money. 
> I find myself checking the prices of even 0.731 
small items. 
> Products of the lowest price are usually 0.700 
my choice. 
> I like to shop around for the best buy. 0.572 
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Table 4.4 (Continued) 
Summary of Factor Analysis Results on Motivational Characteristics 
Factor Loading 
Measures and Factors W V IV 
Factor 4: Entertainment Motive 
9.905% of variance 
Coefficient alpha = 0.7388 
> I like singing karaoke 0.808 
> Visiting places for entertainment is one of 0.693 
my favorable activities. 
> I spent a lot of my leisure time on 0.599 
entertainment activities. 
> I enjoy shopping that has place for 0.506 
entertainment. 
Factor 5: Recreational Motive 
9.822% of variance 
Coefficient alpha = 0.7441 
> Shopping is a pleasant activity. 0.746 
> Shopping is a terrible waste of time. * 0.687 
> I enjoy browsing through stores even 0.596 
though I may not make a purchase. 
> Shopping is one of the enjoyable activities 0.595 
of my life. 
Factor 6: Pleasure of Bargaining Seeking Motive 
7.856% of variance 
Coefficient alpha = 0.8072 
> I enjoy the process of bargaining when 0.823 
shopping. 
> Bargaining is a pleasure activity during 0.697 
shopping. 



































































































































































































































































5.1 Preliminary Results 
Respondents who visited Shenzhen for shopping and entertainment in the past 
twelve months were classified as cross-border shoppers. Out of the 1,004 respondents, 
325 were cross-border shoppers (32.4%) and 679 were non-shoppers (67.6%). Over 
half (59.4%) of the cross-border shoppers spent more than 45 minutes to travel to 
Shenzhen. Besides, over 40% of them spent HK$500 or above per visit. The most 
popular items that they purchased were food and beverage (86.2%), followed by 
clothing (40.6%) and massage services (27.1%). (See Table 5.1) 
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Table 5.1 
Preliminary Results of Cross-border Shopping Behavior 
— N % 
Respondents 
Cross-border shoppers 325 32.4 
Non-shoppers 679 67.6 
Traveling Time Required from Hong 
Kong to Shenzhen 
Less than 15 minutes 5 1.5 
15 to 30 minutes 35 10.8 
31 to 45 minutes 87 26.8 
46 to 60 minutes 87 26.8 
More than 1 hour 106 32.6 
No Response 5 1.5 
Average Spending Per Visit 
Less than HK$ 100 7 2.2 
HK$100-299 66 20.3 
HK$300 - 499 114 35.1 
HK$500 - 999 92 28.3 
HK$1，000- 1,499 34 10.5 
HK$1,599- 1,999 9 2.8 
HK$2,000 or above 2 0.6 
No Response 1 0.3 
Major Product Categories Purchased 
Food and beverage 280 86.2 
Clothes 132 40.6 
Massage services 88 27.1 
Books 63 19.4 
Beauty/hair salon 60 18.5 
VCD/DVD/CD 56 17.2 
Shoes 35 10.8 
Handbags 28 8.6 
Singing Karaoke 25 7.7 
Beddings 24 7.4 
Curtains and Draperies 22 6.8 
Others 86 21.1 
Opinions on the Imposition of 
Boundary Facilities Improvement Tax 
Agree 478 47.6 
Disagree 502 50.0 
No Response 24 2.4 
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5.2 Hypotheses Testing 
Hypotheses la to Ij addressed the socio-economic differences between 
cross-border shoppers and non-shoppers. Chi-square analyses were performed to test 
the significances of these socio-economic variables. Table 5.2 shows the results of the 
chi-square analyses between socio-economic characteristics and cross-border 
shopping behavior. As revealed in Table 5.2，although age and income level were 
significant predicting variables, their relationships with cross-border shopping 
behavior were contrary to our hypotheses. Cross-border shoppers were more likely to 
be in the age bracket between 40 and 49. And they tended to be consumers with 
higher monthly personal income and monthly household income when compared with 
non-shoppers. A significant effect was also found for occupation. Cross-border 
shopper category has a larger proportion of housewives and unemployed than 
non-shopper category. 
In summary, hypothesis Ih and Ij were supported by the data, whereas hypothesis 
la , lb, Ic，Idi, ld2, le i , le2, If and Ig Were not. The failure to support those hypotheses 
may be attributed to significant difference in economic and social backgrounds 
between Hong Kong customers and Western customers. For example, although some 
of the Hong Kong residents have tenure in Shenzhen and in Guangdong, they may not 
live in their flat or they only used it occasionally for recreational purpose. Others may 
treat it as a portfolio investment. Therefore, having tenures in Shenzhen or in 
Guangdong (Hla & Hlb) would not increase their likelihood of shopping cross the 
border. 
The hypothesis Hlc, living location of respondents, was not supported. This may 
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partly due to the fact that Hong Kong is a very small city and the public transportation 
system is highly efficient. On the other hand, cross-border shoppers have higher 
income level instead of lower income level than non-shoppers (Hldi & Hidz). It may 
be because Hong Kong residents in lower income group are less likely to spend 
money on shopping and entertainment, particularly during the period of economic 
recession. The hypotheses relating to respondents "length of residence in Hong Kong 
and the Mainland", HUi & HUi, were not supported because some of the respondents 
may consider visiting Shenzhen was for the main purpose of visiting friends and 
relatives, not for shopping. 
The non-support of the hypothesis (Hlf) that cross-border shoppers are younger 
than non-shoppers may indicate that people in Hong Kong enjoy shopping disregard 
of age level. The efficient public transportation system also facilitates people's 
shopping at Shenzhen. However, all of the above possible reasons are subjected to 
further empirical scrutiny. 
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Table 5.2 





Male 49.6 44.1 
Female 50.4 55.9 
Age (c) 
1 8 - 2 9 29.7 26.8 
3 0 - 3 9 31.4 26.2 
4 0 - 4 9 25.8 32.6 
50 or above 12.2 13.6 
No Response 0.9 0.9 
Education Level 
Primary or below 13.4 8.9 
Secondary 49.8 52.6 
College/University or above 34.8 36.6 
No Response 2.1 1.8 
Monthly Personal Income (b) 
HK$5,000 or below 30.3 31.7 
HK$5,001 - 10,000 17.8 16.9 
HK$ 10,001 - 15,000 15.8 15.4 
HK$15,001 -20,000 15.6 8.3 
HK$20,001 - 30,000 9.3 11.1 
HK$30,001 - 40,000 3.1 5.5 
HK$40,001 - 50,000 1.2 1.8 
HK$50,001 or above 2.1 3.7 
No Response 4.9 5.5 
Monthly Household Income (c) 
HK$5,000 or below 2.5 0.9 
HK$5,001 - 10,000 6.2 7.1 
HK$ 10,001 - 15,000 15.3 13.5 
HK$15,001 -20,000 20.0 17.2 
HK$20,001 - 30,000 21.6 20.3 
HK$30,001 -40,000 11.9 13.8 
HK$40,001 - 50,000 6.6 8.0 
HK$50,001 - 60,000 4.3 4.9 
HK$60,001 or above 5.0 9.2 
No Response 6.5 4.9 
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Table 5.2 (Continued) 




No. of Real Estate Owned in Shenzhen 
None 89.0 89.8 
1 8.0 8.9 
2 0.7 0.0 
3 or above 0.0 0.0 
No Response 2.4 1.2 
No. of real estate owned in Guangdong 
Province other than in Shenzhen 
None 78.5 76.0 
1 15.3 19.7 
2 2.2 1.5 
3 or above 1.3 0.3 
No Response 2.7 2.5 
Length of residence in Hong Kong 
5 years or below 0.9 0.6 
6 to 10 years 2.1 1.5 
11 to 20 years 14.0 12.0 
21 to 30 years 26.8 26.2 
Over 30 years 53.5 57.8 
No Response 2.8 1.8 
Living in China before 
Yes 77.3 80.6 
No 15.2 12.6 
No Response 7.5 6.8 
Occupation (a) 
Student 12.5 12.6 
Housewife 6.8 14.5 
Employed 72.8 65.2 
Unemployed 0.6 1.8 
Retired 3.2 2.5 
No Response 4.1 3.4 
Living Districts 
Hong Kong Island 18.4 17.5 
Kowloon Peninsula 21.5 27.1 
New Territories (along the KCR route) 38.3 36.3 
New Territories (without KCR) 18.7 16.3 
No Response ^ ^ 
Note: (a) Chi-square test significant at 0.01 level 
(b) Chi-square test significant at 0.05 level 
(c) Chi-square test significant at 0.1 level 
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Hypotheses 2a to 2h were analyzed by independent sample T-tests to examine 
whether there were differences in the attitudinal variables between cross-border 
shoppers and non-shoppers. These hypotheses suggest that cross-border shoppers 
have a higher rating of evaluation on the following eight attributes of cross-border 
shopping: service quality, product quality, service selection, product selection, price 
level, comfort of shopping environment, perceived value of services and perceived 
value of products. As revealed in Table 5.3, these hypotheses were strongly supported 
by the data (p<0.005 or p<0.001). However, both cross-border shoppers and 
non-shoppers held perception that shopping attributes of Hong Kong stores are better 
than those of Shenzhen stores except price level. 
Table 5.3 
Attitudinal Characteristics of Cross-border Shoppers and Non-Shoppers 
Attitudinal Non- Cross-border 
Characteristics Shoppers Shoppers t ^ p 
Service Quality 2.64 2.99 4.644 1000 0.000 
Product Quality 2.39 2.73 4.570 999 0.000 
Service Selection 2.77 3.18 5.400 999 0.000 
Product Selection 2.76 3.17 5.539 998 0.000 
Price Level 4.02 4.41 4.790 994 0.000 
Comfort of Shopping 2.47 2.71 3.296 997 0.001 
Environment 
Perceived Value of 3.05 3.62 7.564 997 0.000 
Services 
Perceived Value of 3.07 3.65 8.072 996 0.000 
Products 
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Hypotheses 3a to 3f pertained to the differences in motivations towards shopping 
between cross-border shoppers and non-shoppers. Independent sample t-tests, again, 
were employed to examine whether there were differences in shopping motives 
between cross-border shoppers and non-shoppers. Of the six hypotheses tested, four 
were strongly supported by the data, namely, H3b, H3c, H3d and H3f (p<0.001). It was 
found that cross-border shoppers had higher levels in pleasure of bargaining seeking 
motive, social experiences seeking motive, economic motive and entertainment 
motive than non-shoppers, (see Table 5.4). 
Table 5.4 
Motivational Characteristics of Cross-border Shoppers and Non-Shoppers 
Motivational Non- Cross-border 
Characteristics Shoppers Shoppers t d.f. p 
Status and Authority 3.0502 2.9962 -0.858 1000 0.391 
Seeking 
Pleasure of Bargaining 3.0708 3.2846 3.027 1001 0.003 
Seeking 
Social Experience 3.4989 3.7100 3.102 1000 0.002 
Seeking 
Economic Motive 3.8351 4.0665 4.105 1001 0.000 
Recreational Motive 3.8822 3.9646 1.465 1000 0.143 
Entertainment Motive 3.3900 3.5508 2.627 998 0.009 
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5.3 Further Analyses 
To identify the relative importance of various personal characteristics in 
differentiating between cross-border shoppers and non-shoppers, a two-group 
discriminant analysis was conducted. On the other hand, in order to segment 
cross-border shoppers with their shopping motives, a cluster analysis was carried out. 
5.3.1 Discriminant Analysis 
In this analysis, the respondents were first divided into two groups, namely, 
cross-border shoppers and non-shoppers. Then, a step-wise discriminant analysis was 
performed on the above two groups with four significant socio-economic variables, 
eight significant attitudinal variables and four significant motivational variables as 
independent variables. 
The summarized results of this analysis are presented in Table 5.5. The 
chi-square value of the discriminant function is 95.946, which is significant at 0.001 
level. The application of discriminant analysis is therefore supported. Besides, 
standardized coefficients for the discriminant function represent the relative 
importance of particular independent variables in differentiating between cross-border 
shoppers and non-shoppers. Out of the eight significant variables, attitude towards the 
perceived value of products offered by Shenzhen store is by far the most important 
variable in differentiating between the two groups, followed by attitude towards the 
perceived value of services offered by Shenzhen store, monthly household income, 
attitude towards service variety in Shenzhen, occupation (housewife and unemployed 
people), economic motive and pleasure of bargaining seeking motive. 
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In discriminant analysis, a confusion matrix, also known as a classification 
matrix, is useful in revealing the predictive ability of the discriminant function. The 
number on the diagonal of the matrix represents the correct classification and the off 
diagonal numbers are incorrect classifications. As shown in Table 5.5，the hit ratio, i.e., 
percentage correctly classified, is 65.60 percent, which is higher than the proportional 
chance criteria of 55.84 percent^ lending support for a valid predictor of classification 















































































































































































































































































































































































































































5.3.1 Cluster Analysis 
Cluster analysis was used to segment cross-border shoppers by their shopping 
motives. Cluster analysis has had a long and active history in marketing research 
(Green and Krieger 1995). It is a multivariate procedure that is appropriate for 
grouping objects (cross-border shoppers) into groups (cross-border shopping 
motivational segments) so that there is intra-group homogeneity and inter-group 
heterogeneity with respect to criterion variable. K-means clustering method was 
employed in the present study. It is an iterative partitioning method, which requires 
the scale to be ratio or interval and is an effective clustering procedure for market 
segmentation analysis. It also appears to be more robust than any of the hierarchical 
methods with respect to the presence of outliers, error perturbations of the distance 
measures, and the choice of a distance metric (Punj and Stewart, 1983). Another 
strength of K-means clustering method is that it allows for the use of a large sample 
size. It has been used quite frequently in market research (SPSS Base 9.0，1999). 
The respondents were clustered on the basis of six motivational factors 
identified earlier. The algorithm in this statistical procedure requires an investigator 
to specify the number of clusters (Green, Schaffer, and Patterson 1988). However, no 
standard, objective selection procedure exists in selecting the number of clusters. 
Therefore, possible cluster solutions (three through six) were run to determine the 
optimum cluster solution needed. Various cluster solutions were tabulated, but the 
three-cluster solution was deemed most appropriate. The mean scores, upon which 
this three-cluster solution was based, were subjected to analyses of variance. The F 
ratios associated with the extent to which each of the shopping motives differed 
across the six shopping motives were all significant at the 0.001 level. In other words, 
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the three -cluster results produced the clearest distinguishable shopping motive 
segments, and there was no evidence of extreme outliers that could distort the 
findings. It also meant that there was optimal homogeneity among guests within each 
cluster. On the other hand, the three clusters had a good distribution of cross-border 
shoppers in each segment. The cluster sizes were 82，140 and 103 for Clusters 1 to 3 
respectively. Cluster 2 encompassed the largest proportion of the cross-border 
shoppers (43.1%), while Cluster 3 encompassed the second largest proportion 
(31.7%)，followed closely by Cluster 1 (25.2%). (See Table 5.6) 
Table 5.6 
Summary Table for the Cluster Analysis (Three-cluster Solution) 
Final Cluster Centers 
Shopping Motives l(SRG)a 2(SAG)b 3(EBG)' F-Ratio P 
Status and Authority -0.57384 0.72570 -0.93349 174.113 0.000 
Seeking 
Entertainment Motive 0.81228 -0.8431 -0.30990 33.195 0.000 
Pleasure of Bargaining -0.38990 0.11605 0.57812 23.433 0.000 
Seeking 
Social Experience Seeking 0.91712 0.12460 -0.57822 65.22 0.000 
Economic Motive 0.08740 -0.07354 0.51544 12.157 0.000 
Recreational Motive 0.50867 -0.16707 -0.05429 12.836 0.000 
No. of Respondents (325) 82 140 103 
Percentage (100%) 25.2 43.1 31.7 
a: SRG = Social and Recreational Group 
b: SAG = Status and Authority Seeking Group 
c: EBG = Economic and Bargaining Group 
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No cluster had the highest or lowest mean scores on every dimension. Instead, 
each cluster had mixed combinations of high and low scores on the various 
dimensions. Cluster 1，2 and 3 were labeled social and recreational group (SRG)， 
status and authority seeking group (SAG) and economic and bargaining group (EBG) 
respectively. Members of SRG group had relatively higher scores on social 
experiences seeking motive and recreational motive. In other words, they are more 
likely to shop for hedonic purposes (Hirschman and Holbrook, 1982). Members of 
the SAG cluster appeared to have stronger motives in seeking status and authority in 
shopping trip. Compared to these two clusters, members of the EBG cluster had 
stronger shopping motives in seeking lowest price and pleasure of bargaining. Indeed, 
shoppers always obtained a lower price after bargaining. 
5.3.2.1 Characteristics of Clusters 
As revealed in Table 5.7, several socio-economic characteristics were found to be 
significantly different among three clusters according to the chi-square analysis. 
Cross-border shoppers in SRG were more likely to be in the age bracket between 18 
and 29, whereas cross-border shoppers in SAG and EBG were more likely to be in 
the age bracket between 40 and 49. Educational level was also different among the 
clusters, with shoppers in SAG tending to be consumers with lower educational level. 
On the contrary, shoppers in SRG and EBG tended to consumers with higher 
educational level. Last but not least, shoppers in SRG were more likely to be students 
when compared with shoppers in other clusters. However, shoppers in SAG and EBG 
were more likely to be employed persons. 
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Table 5.7 
Socio-economic Characteristics of Cross-border Shoppers in Three Clusters 
Cluster 1 Cluster 2 Cluster 3 
SRG SAG EBG 
(Percent) (Percent) (Percent) 
Age (a) 
1 8 - 2 9 47.6 17.9 22.3 
30 - 39 22.0 26.4 29.1 
4 0 - 4 9 22.0 37.1 35.0 
50 or above 7.3 17.9 12.7 
No Response 1.2 0.7 1.0 
Education Level (a) 
Primary or below 1.2 16.4 4.9 
Secondary 51.2 53.6 52.4 
College/University or above 46.3 28.6 39.8 
No Response 1.2 1.4 2.9 
Occupation (a) 
Student 29.3 5.7 8.7 
Housewife 12.2 16.4 13.6 
Employed 50.0 70.0 70.9 
Unemployed 3.7 1.4 1.0 
Retired 1.2 5.0 0.0 
No Response 3.7 1.4 5.8 
Note: (a) Chi-square test significant at 0.01 level 
To examine whether there were differences in the attitudinal variables among 
three clusters, one-way ANOVAs were employed. By using Bonferroni method, post 
hoc pairwise multiple comparisons were also conducted so as to indicate which 
particular means differ significantly from others. In summary, cross-border shoppers 
in cluster 2 (status and authority seeking group) had a more positive evaluation of the 
following five attributes of cross-border shopping: service quality, product quality, 




Attitudinal Characteristics of Cross-border Shoppers in Three Clusters 
Attitudinal Cluster F Ratio p Significant 
Characteristics SRG SAG EBG Pair Mean 
Difference* 
Service Quality 2.80 3.27 2.77 7.273 0.001 CI and C2 
C2 and C3 
Product Quality 2.35 3.16 2.44 20.424 0.000 CI and C2 
C2 and C3 
Service Selection 2.87 3.43 3.10 6.644 0.001 CI and C2 
Product Selection 2.93 3.34 3.15 3.712 0.025 CI and C2 
Comfort of 2.49 2.89 2.65 3.452 0.033 CI and C2 
Shopping 
Environment 
Note: * The mean difference is significant at the 0.05 level. 
CI = Cluster 1 (Social and Recreational Group) 
C2 = Cluster 2 (Status and Authority seeking Group) 
C3 = Cluster 3 (Economic and Bargaining Group) 
To examine whether there were differences in the purchase categories exhibited 
by cross-border shoppers in three clusters, chi-square analyses were performed. As 
revealed in Table 5.9, cross-border shoppers in cluster 2 and 3 (SAG and EBG) were 
more likely to purchase clothes in Shenzhen when compared with cross-border 
shoppers in cluster 1 (SRG). However, cross-border shoppers in SRG and SAG were 
more likely to patronize beauty salons. Additionally, cross-border shoppers in SRG 
were more likely to purchase VCD/DVD/CD. 
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Table 5.9 
Purchase Category Exhibited by Cross-border Shoppers in Three Clusters 
Cluster 1 Cluster 2 Cluster 3 
SRG SAG EBG 
(Percent) (Percent) (Percent) 
Clothes (a) 
Purchase 26.8 47.9 41.7 
Not purchase 73.2 52.1 58.3 
Beauty/Hair Salon (b) 
Purchase 23.2 20.7 11.7 
Not Purchase 76.8 79.3 88.3 
VCD/DVD/CD (b) 
Purchase 25.6 15.0 13.6 
Not Purchase 74.4 85.0 86.4 
Note: (a) Chi-square test significant at 0.01 level, 
(b) Chi-square test significant at 0.1 level. 
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CHAPTER SIX 
SUMMARY AND CONCLUSION 
6.1 Summary 
The aims of this study are threefold: first, to differentiate between cross-border 
shoppers and non-shoppers by their socio-economic, attitudinal and motivational 
characteristics; second, to identify the relative importance of personal characteristics 
in differentiating cross-border shoppers from non-shoppers; and, third, to segment 
cross-border shoppers by their shopping motives. The results of the hypotheses 
testing are summarized in Table 6.1. 
Table 6.1 
Summary of the Results of Hypotheses Testing 
Hypotheses Results 
Socio-economic Characteristics 
Hla Hong Kong people who have tenure in Shenzhen are more Not Supported 
likely to be the cross-border shoppers. 
Hlb Hong Kong people who have tenure in Guangdong Not Supported 
Province (except Shenzhen) are more likely to be the 
cross-border shoppers 
Hlc Hong Kong people living in the northern part of Hong Not Supported 
Kong are likely to shop across the border than people 
living in other parts of Hong Kong. 
Hldi Cross-border shoppers have lower monthly household Not Supported 
income than non-shoppers. 
Hld2 Cross-border shoppers have lower monthly personal Not Supported 
income than non-shoppers. 
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Table 6.1 (Continued) 
Summary of the Results of Hypotheses Testing 
Hypotheses Results 
HI el Cross-border shoppers have a shorter length of residence Not Supported 
in Hong Kong than non-shoppers. 
Hle2 Hong Kong people, who have lived in the Mainland Not Supported 
before, are more likely to be the cross-border shoppers. 
H1 f Cross-border shoppers are younger than non-shoppers. Not Supported 
Hlg There is no difference between cross-border shoppers and Not Supported 
non-shoppers on occupation. 
Hlh There is no difference between cross-border shoppers and Supported 
non-shoppers on education level. 
Hli There is no difference between cross-border shoppers and Supported 
non-shoppers on gender. 
Attitudinal Characteristics 
H2a Cross-border shoppers, relative to non-shoppers, will have Supported 
a higher rating of evaluation on service quality in 
cross-border shops when compared with local shops. 
H2b Cross-border shoppers, relative to non-shoppers, will have Supported 
a higher rating of evaluation on product quality in 
cross-border shop when compared with local shops. 
H2c Cross-border shoppers, relative to non-shoppers, will have Supported 
a higher rating of evaluation on service selection in 
cross-border shops when compared with local shop. 
H2d Cross-border shoppers, relative to non-shoppers, will have Supported 
a higher rating of evaluation on product selection in 
cross-border shops when compared with local shops. 
H2e Cross-border shoppers, relative to non-shoppers, will have Supported 
a higher rating of evaluation on price level in cross-border 
shop when compared with local shops. 
H2f Cross-border shoppers, relative to non-shoppers, will have Supported 
a higher rating of evaluation on comfort of shopping 
environment in cross-border shops when compared with 
local shops. 
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Table 6.1 (Continued) 
Summary of the Results of Hypotheses Testing 
Hypotheses Results 
H2g Cross-border shoppers, relative to non-shoppers, will have Supported 
a higher rating of evaluation on "service's worth 
exceeding its face value" in cross-border shops when 
compared with local shops. 
H2h Cross-border shoppers, relative to non-shoppers, will have Supported 
a higher rating of evaluation on "product's worth 
exceeding its face value" in cross-border shops when 
compared with local shops. 
Motivational Characteristics 
H3a Cross-border shoppers have a stronger motive of seeking Not Supported 
status and authority in shopping than non-shoppers. 
H3b Cross-border shoppers have a stronger motive of seeking Supported 
the pleasure of bargaining in shopping than non-shoppers. 
H3c Cross-border shoppers have a stronger motive of seeking Supported 
social experiences in shopping than non-shoppers. 
H3d Cross-border shoppers have a stronger motive of seeking Supported 
lower price in shopping than non-shoppers. 
H3e Cross-border shoppers have a stronger recreational motive Not Supported 
in shopping than non-shoppers. 
H3f Cross-border shoppers have a stronger motive of seeking Supported 
entertainment in shopping than non-shoppers. 
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In summary, results of this study indicate that socio-economic, attitudinal and 
motivational characteristics were successful in differentiating between cross-border 
shoppers and non-shoppers. Fourteen of the twenty-five hypotheses tested were 
supported by the data of this study. Specifically, the socio-economic profile of 
cross-border shoppers was that cross-border shoppers tended to be in the age bracket 
between 40 and 49 with a higher monthly personal income and a higher monthly 
household income when compared with non-shoppers. A significant effect was also 
found for occupation. The cross-border shopper category has a larger proportion of 
housewives and unemployed than non-shopper category. 
Consistent with the results of previous research (e.g. Papadopoulos, 1980; Piron, 
2000; Reynolds and Darden, 1972; Samli and Uhr 1974), cross-border shoppers, as 
compared with non-shoppers, showed a higher rating of evaluation on the following 
eight attributes of cross-border shopping: service quality, product quality, service 
selection, product selection, price level, comfort of shopping environment, perceived 
value of services and perceived value of products. However, both cross-border 
shoppers and non-shoppers held perception that shopping attributes of Hong Kong 
stores are better than those of Shenzhen stores, except the price level. 
In addition to the socio-economic and attitudinal characteristics, motivational 
characteristics could be used to identify cross-border shoppers. It was found that 
cross-border shoppers had stronger pleasure of bargaining seeking motive, social 
experiences seeking motive, economic motive and entertainment motive than 
non-shoppers. 
To identify the relative importance of personal factors in differentiating 
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cross-border shoppers from non-shoppers, a stepwise discriminant analysis was 
performed. Out of the eight significant variables, attitude towards the perceived value 
of products offered by Shenzhen store was by far the most important variable in 
differentiating between the two groups, followed by attitude towards the perceived 
value of services offered by Shenzhen store, monthly household income, attitude 
towards service variety in Shenzhen, occupation (housewife and unemployed people), 
economic motive and pleasure of bargaining seeking motive. 
To segment cross-border shoppers by their shopping motives, cluster analysis 
was conducted. Three clusters were generated, namely, social and recreational group 
(SRG), status and authority seeking group (SAG) and economic and bargaining 
group (EBG). Members of SRG group had relatively higher scores on social 
experiences seeking motive and recreational motive. Members of the SAG cluster 
appeared to have stronger motives in seeking status and authority in the cross-border 
shopping trip. Compared to these two clusters, members of the EBG cluster have 
stronger shopping motives in seeking lowest price and pleasure of bargaining. 
6.2 Implications of the Study 
6.2.1 Academic Implications 
This study investigates cross-border shopping behavior of Hong Kong residents. 
It is different from the previous studies because it is, to the best of our knowledge, 
one the pioneer studies on the phenomenon of people living in a well-developed city 
and patronizing retail stores in other relatively less-developed cities. Most of the 
previous studies mainly focused on the cross-border or outshopping behavior of 
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residents living in less-developed or in small to medium-sized cities (e.g. Guy 1990; 
Hawes and Lumpkin, 1984; Reynolds and Darden, 1972). As a result, the present 
study affords an advanced understanding of cross-border shopping behavior in 
well-developed cities. 
Besides, most of the previous studies mainly focused on the behavior of 
residents living in North America, especially U.S and Canadian cross-border 
shoppers. Their findings may not be applicable to shoppers in other nations, such as 
China. It is conceivable that the retailing phenomenon in a Chinese context is 
different from that in a western context. Such differences could be attributed to 
various cultural backgrounds affecting consumers' lifestyles and attitudes and to 
various levels of retail development. The present study is the first study that 
investigates cross-border shopping behavior in a Chinese context. It provides an 
enhanced understanding of similarities and differences on cross-border shopping 
behavior among people in various countries. For instance, cross-border shoppers in 
Hong Kong, similar to other cross-border shoppers in various countries, had a higher 
rating of evaluation on shopping attributes of cross-border shopping area than 
non-shoppers. However, results show that not all socio-economic variables were 
good descriptors of cross-border shoppers and some of the results were contradictory 
when compared with previous studies. For instance, Prion (2002) finds that 
international outshoppers could be typified as young consumers. However, our 
results reveal that cross-border shoppers in Hong Kong tended to be in the age 
bracket between 40 and 49. These results further prove that the socio-economic 
profiles of cross-border shoppers were different among various countries (Piron, 
2002), so the generalizability of the findings of socio-economic profile obtained in 
previous studies to other population remains to be tested. We need to validate the 
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results of previous studies by replicating the research in other cities before applying 
the results in these cities. 
Furthermore, this study develops taxonomy of cross-border shoppers by using 
various shopping motives, which advances our understanding of knowing why 
people shop and entertain across the border. In fact, several studies have 
demonstrated the usefulness of shopping motives or orientations in planning retail 
strategy (e.g. Moschis, 1976). However, previous studies did not empirically test the 
significance of shopping motives on cross-border shopping behaviors and other 
international outshopping behaviors. The present study provides empirical evidence 
showing that shopping motives were significant factors in differentiating between 
cross-border shoppers and non-shoppers. 
In addition, previous studies mainly identified the differences between 
cross-border shoppers and non-shoppers without realizing the importance of 
identifying within-group variance of cross-border shoppers. This study successfully 
segmented cross-border shoppers into different distinct groups by their shopping 
motives and identified various personal characteristics within each group. 
Last but not least, many previous studies only employed one or few of the 
personal characteristics in differentiating cross-border shoppers from non-shoppers 
(e.g. LaFarge, Reese and Stanton, 1984; Samli and Uhr, 1974; Sullivan and Kang, 
1997). None of them tried to investigate various personal characteristics together and 
identify the most important personal characteristics in differentiating between 
cross-border shoppers and non-shoppers. The present study is different from the 
previous ones as it comprehensively investigates three distinct personal 
86 
characteristics, namely socio-economic, attitudinal and motivational characteristics, 
and assesses their relative importance on differentiating cross-border shoppers from 
non-shoppers. 
6.2.2 Managerial Implications 
This study has demonstrated that cross-border shoppers can be distinguished on 
the basis of socio-economic, attitudinal and motivational characteristics. These 
findings are valuable to both Hong Kong retailers and Shenzhen retailers in 
designing effective and appropriate marketing strategies to meet the needs of a 
company's present and potential customers. 
6.2.2.1 General Managerial Implications 
In the present study, we found that shopping motives offer some other 
opportunities for market segmentation and store differentiation through cluster 
analysis. Three shopper segments were formed, namely, social and recreational group, 
status and authority seeking group and economic and bargaining group. Knowledge 
of this information is valuable to both Hong Kong and Shenzhen retailers for market 
planning and segmentation. 
In essence, about one fourth of the cross-border shoppers were classified in the 
economic and bargaining group, meaning that some of the cross-border shoppers 
were motivated to shop cross-border due to economic reasons. However, over 70% 
of the respondents were looking for non-price factors, such as recreation and status 
seeking. This implies that low price level is not the only factor for Hong Kong 
residents to shop across the border. Price cutting alone may not be an effective means 
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to attract Hong Kong residents to spend and shop. Indeed, it is impossible to lower 
the price continuously to attract customers. Factually, improving the service level and 
the attractiveness of shopping and entertainment facilities can be a better and more 
effective means. In particular, a retailing strategy that features novelty and 
excitement would be particularly salient to attract shoppers in the social and 
recreational group to shop and purchase. It is because shoppers in this cluster are 
mainly teenagers especially students, who tend to seek exciting and stimulating 
experiences. They shop mainly for hedonic purpose. Providing and improving 
recreational and entertainment facilities in shopping areas would be an effective 
means to attract them to spend and shop locally. 
Besides, over 40% of the cross-border shoppers had strong motives of seeking 
status and authority when shopping. It means that they shop mainly for seeking 
respect and attention from the service providers. Moreover, most of the shoppers in 
this group were middle aged with lower educational level. In order to attract them to 
spend and shop, retailers should put more efforts on training their front-line 
employees in terms of their politeness and courtesy during the service delivery 
process. It is because of the "psychological closeness" between service providers and 
customers — Every interaction between service providers and customers can have 
marked impacts on customers' evaluation of services. It seems that internal 
marketing (Gronroos, 1990) can be implemented to successfully train employees to 
be service-minded and customer-oriented. Front-line employees should treat every 
customer, regardless of age or educational level, equally without any bias or 
prejudice. They should also show their respect and concern to every customer with 
strong enthusiasm and commitment. 
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In addition, managers should also show their concern to their employees lo 
prevent them from being overloaded with work. It is because employees suffering 
from fatigue would never perform well in front of customers even if they are well 
trained to be service-minded and customer-oriented. Thus, mangers should provide 
adequate incentives to employees so as to motivate them to provide better services to 
customers. Besides, managers, especially in Hong Kong, should be aware of the 
adverse effect of laying off employees on service quality. With the economic 
downturn, many employees are laid off in Hong Kong. Undoubtedly, it would 
undermine the morale and job satisfaction of the remaining employees, which in turn 
affects the service quality. 
6.2.2.2 Specific Managerial Implications to Hong Kong Retailers 
In the first place, several socio-economic variables were found to be significant 
predictors for cross-border shopping behavior. Cross-border shoppers in Hong Kong 
were found to have a higher personal income and household income. These findings 
can shed light on the proper actions initiated by marketers. Results indicate that some 
of the cross-border shoppers had relatively strong purchasing power, but they may 
only spend on something that they consider to be valuable and worthwhile. In fact, 
discriminant analysis has shown that the perceived value of products and perceived 
value of services were the most important variables in discriminating between 
cross-border shoppers and non-shoppers. To Hong Kong retailers, these results show 
that they may be able to retain Hong Kong residents to shop and spend by promoting 
and stressing "value for money" in their retail shops. Only emphasizing their price 
cut may not be the sole and effective means for Hong Kong retailers to attract Hong 
Kong residents to shop locally. 
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Secondly, although the data on attitudinal characteristics suggest that 
cross-border shoppers, relative to non-shoppers, had a higher rating of evaluation on 
various shopping attributes in Shenzhen, they all held perception that shopping 
attributes of Hong Kong stores were better than those of Shenzhen stores, except the 
price level. It shows that Hong Kong stores had their favorable shopping attributes 
when compared with those of Shenzhen. Thus, they should strengthen their existing 
competitive edges by further improving their service and product quality, service and 
product selection, comfort of shopping environment and perceived value of services 
and products. On the other hand, special promotion should be carried out to mitigate 
the negative perceptions of Hong Kong residents on price level in Hong Kong. In 
fact, a recent survey has shown that the price level differences between Shenzhen and 
Hong Kong become smaller and smaller (Hong Kong Economic Daily, 2002). After 
having taken into account the secondary cost of shopping in Shenzhen, such as 
traveling expenses, the total cost of purchasing and entertaining in Shenzhen may be 
higher than that in Hong Kong. Thus, special promotion should be exercised with 
emphasis on the similar price level in Hong Kong's stores when compared with that 
in Shenzhen. 
6.2.2.3 Specific Managerial Implications to Shenzhen Retailers 
Although results indicated that cross-border shoppers perceived a much lower 
retail price in Shenzhen, this major competitive edge has been weakened recently. 
With the economic downturn and deflation in Hong Kong, the price level in Hong 
Kong has decreased a lot. Thus, Shenzhen retailers should spend more efforts on 
improving their shopping attributes, especially the comfort of the shopping 
environment. Among various shopping attributes, the comfort of the shopping 
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environment in Shenzhen scored the lowest in terms of perception by Hong Kong 
residents, which may be attributed to the overcrowded and dirty environment as well 
as the poor security in Shenzhen. Shenzhen retailers need to alleviate the worries of 
Hong Kong residents on this issue so as to attract more customers. 
6.2.2 Implications for Government 
The findings of this study are helpful to the government in developing and 
implementing policies. For instance, Hong Kong government is now considering 
whether the border should be opened for 24 hours a day. Many local retailers, 
particularly those whose businesses are located near the border of Shenzhen, are 
strongly opposing this suggestion. They fear that their businesses would be further 
adversely affected by the increasing convenience of shopping in Shenzhen and other 
cities in the Guangdong Province. The proposed act of opening the border gate for 24 
hours a day will create tremendous pressures on the already sluggish retail sector, 
and thus, hurt the local economy. 
The present study finds that cross-border shoppers in SRG group had stronger 
social experiences seeking and recreational motives. If the border is opened for 24 
hours a day, there may be an increased likelihood that cross-border shoppers may 
stay overnight in Shenzhen for leisure and entertainment, which in turn further 
affects the retail sector in Hong Kong. Government should be aware of this drawback 
when deciding whether the border should be opened for 24 hours. 
Besides, some commentators have suggested that in order to protect the local 
retailers, cross-border shopping should be discouraged by means of imposing higher 
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tariffs or outright bans. Many local retailers in Hong Kong have agreed that imposing 
land departure tax at Lo Wu would discourage Hong Kong residents from going to 
Shenzhen for shopping since the tax will increase the cost of shopping cross the 
border (Hong Kong Standard, 2001). 
Our findings show that cross-border shoppers in EBG group had stronger 
economic motive, which means they want to obtain products or services at a lower 
price. Imposing land departure tax might decrease their likelihood of shopping in 
Shenzhen, as it would increase their cost of visiting Shenzhen to purchase. However, 
the imposition of tax may not affect the cross-border shopping intention of 
cross-border shoppers in SRG and SAG group, as economic motive is not their 
foremost motive of shopping in Shenzhen. Therefore, increasing the cost of shopping 
across the border is not the best way to prohibit this behavior. Hong Kong 
government should put more efforts on assisting local retailers to provide better 
services and products so as to retain residents to shop and spend locally. For instance, 
Hong Kong government is strongly urged to improve the quality of shopping 
environment in Hong Kong and make the overall environment more attractive. This 
can be achieved by introducing new retail areas with comprehensive facilities for 
both entertainment and shopping. Also, it should provide funding and low-interest 
loans to frontline retail workers to upgrade their professionalism. 
6.3 Limitations and Directions for Future Research 
This study has provided relevant and interesting insights to the understanding of 
cross-border shopping behavior of consumers in Hong Kong, but it is important to 
recognize some limitations associated with the study. First, the sample used for 
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analysis was drawn only from Hong Kong, a city where the population is largely 
Chinese. Although the present study has provided better insights on cross-border 
shopping of people from larger and better developed cities to smaller and less 
developed cities, the generalizability of the result obtained in this study for other 
population remains to be tested. Further research should expand on the present study 
by replicating this study in other countries or cultures. 
Second, proportional stratified sampling (quota sampling) was employed in the 
present study. The stratifying variable was age only, and so the distribution of other 
socio-economic variables within our sample could be a slightly different from the 
actual distribution of socio-economic variables. For instance, in our sample, over 
35% of the respondents have received tertiary education. This figure is higher than 
the result of the government census conducted in 2001. The reason why we adopt 
this sampling method is that the length of questionnaire used in the present study is 
quite long. It is almost impossible to use random sampling method, such as telephone 
survey, to collect the needed data for this study. Given the time and budget constraint, 
probability sampling also seems not feasible. In future studies, however, it is better to 
use probability sampling methods when ever possible, so that sampling errors can be 
calculated. This is possible when the number of questions contained in the 
questionnaire is considerably smaller in the follow-up studies. 
Third, although the present study has examined a number of personal 
characteristics of cross-borders shoppers, other factors also appear to have significant 
impacts on cross-border shopping behavior, such as personality and socio-cultural 
background of the shoppers, public security of cross-border shopping areas as well as 
the availability of support services in cross-border shopping areas (e.g. product repair 
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and refund services). Such factors should be explored in a further study. 
Fourth, six motivational characteristics were measured by a number of 
statements, but one of these motivational factors, pleasure of bargaining seeking 
motive, was only measured by two statements. Thus, these statements may not be 
representative enough for measuring this construct. On the other hand, over 36% of 
the respondents have high educational level (college/university or above), which is 
much higher than the figure provided by the 2001 Hong Kong census. Thus, the 
representativeness of the sample is more or less attenuated. Improvement is needed 
on the development of the items for motivational constructs and sampling procedure. 
Fifth, this study examined only a part of consumers' cross-border shopping 
behavior, the actual shopping experience in Shenzhen. Future research should also 
examine what will happen at other stages of the cross-border shopping process. For 
instance, how does a consumer select and patronize a store in local or cross-border 
retail areas? How does a consumer process and evaluate the shopping 
recommendations provided by friends, relatives and other social groups? And how 
do the above two psychological processes affect consumers' cross-border shopping 
behaviors? 
Finally, the present study has only considered the cross-border shopper and 
non-shopper dichotomy. Further research with regard to other cross-border shopping 
categories such as frequency of shopping (e.g. non-buyers, infrequent buyers, 
occasional buyers, and frequent buyers), or amount spent on cross-border shopping 
(e.g. light spenders, medium spenders, and heavy spenders), may provide additional 
and insightful information to marketers. 
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6.4 Conclusion 
With continuous improvement of transportation facilities and the growing 
popularity of shopping in Shenzhen, retailers in cross-border shopping areas is 
definitely certain to be one of the major competitors and challenges to Hong Kong 
retail industry. While there is a considerable amount of pessimism for the future 
prospect of Hong Kong retail industry, relatively few empirical studies have been 
done to provide useful guidelines to Hong Kong marketers on how to improve their 
weaknesses and strengthen their competitive edges in such hard times. On the other 
hand, shopping motives, in addition to the actual acquisition of products, have been 
believed to affect shopping behavior (Tauber, 1972). Few studies, however, have 
tried to use shopping motivations to identify cross-border shoppers in order to cluster 
them for market segmentation. To fill these gaps, the present study represents the 
first of a series of studies investigating the impacts and relative importance of 
socio-economic, attitudinal and motivational factors on cross-border shopping 
behavior and clustering the cross-border shoppers by their shopping motives for 
market segmentation. Furthermore, this study develops taxonomy of cross-border 
shoppers by using various shopping motives, which advances our understanding of 
knowing the underlying reasons for people's shopping cross the border. This present 
study is also one of the pioneer studies, which offers relevant and important insights 
on cross-border shopping of people from larger and better developed cities to smaller 
and less developed cities. 
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ENDNOTE: 
1. The formula to compute the chance criteria is: 
C proportional = + 
Where P = the proportion of individuals in group 1. 
1 - P = the proportion of individuals in group 2. 
Substituting the appropriate numbers, we obtain: 
C = (0.4495)2+ (0.108)2 
= 0 . 4 5 0 2 + 0.1082 









•有 •沒有 點解? (請往第二部份） 
2. 你往返深圳的次數？ 
•每日 •每星期五至六次 •每星期二至四次 •每星期一次 
•兩星期一次 •一個月一次 •三個月一次 •半年一次 
•一年一次 
3. 你從香港往深圳所需的時間為多久？ 
•少於十五分鐘 •十五至三十分鐘 •三十一至四十五分鐘 
•四十六至六十分鐘 •超過一小時 
4. 你每次在深圳平均消費多少？ 
•少於 $100 •$100-299 •$300-499 •$500-999 
•$1000-1499 •$1500-1999 •$2000-2999 •$3000-3999 
•超過$4000 
5.你在深圳的消費花在哪一方面？（可選多於一項） 
•飲食 •衣服 •影音器材 •家庭電器 •美容院/理髮•按摩中心 
•唱卡拉 0 K •唱粤曲•影樓拍照服務 •的士高•手袋 •書籍 




(強烈不同意 1 2 3 4 5 6 強烈同意） 
強烈 強烈 
不同意 同意 
深圳店铺的服務質素較香港店铺為佳。 1 2 3 4 5 6 




深圳店舖的服務種類較香港店舗多元化。 1 2 3 4 5 6 
深圳店铺的產品種類較香港店舖多元化。 1 2 3 4 5 6 
深圳店舗所提供的價格較香港店铺便宜。 1 2 3 4 5 6 
深圳睛物環境較香港舒適。 1 2 3 4 5 6 
深圳店舗所提供的服務較香港店舖物超所值。 1 2 3 4 5 6 
深圳店舗所提供的產品較香港店铺物超所值。 1 2 3 4 5 6 
總括來說，在深圳娱樂構物比在香港為佳。 1 2 3 4 5 6 
買野令你感覺有地位和權勢。 1 2 3 4 5 6 
買野係一種浪費時間的活動。 1 2 3 4 5 6 
為了尋求最優惠的價格’你會仔細地比較商品的價格。1 2 3 4 5 6 
你經常係買野時尋找一些潮流商品。 1 2 3 4 5 6 
你喜歡唱卡拉O K � 1 2 3 4 5 6 
係買野時’你時常會比較價格。 1 2 3 4 5 6 
你享受選構新奇和時興商品所帶來的樂趣。 1 2 3 4 5 6 
你通常花很多時間在消閒娱樂的活動上 
(如：行街、睹戲、食飯）° 1 2 3 4 5 6 
買野係一件開心的事。 1 2 3 4 5 6 
你時常同你的朋友一齊買野。 1 2 3 4 5 6 
你享受買野時討價還價的樂趣。 1 2 3 4 5 6 
出外買野增加了你同朋友的接網。 1 2 3 4 5 6 
你買野時喜歡梯下有Hi新野。 1 2 3 4 5 6 
你喜歡四出搜羅價廉物美的商品。 1 2 3 4 5 6 
你時常選購一些款式時髮的產品。 1 2 3 4 5 6 
你係買野時’價格係一個非常重要的因素。 1 2 3 4 5 6 
買野係你生活中其中一種最享受的事。 1 2 3 4 5 6 
同朋友買野能增加你地的友證。 1 2 3 4 5 6 
你鍾意去一些能同時提供娱樂與買野的地方。 1 2 3 4 5 6 
買野的過程使你感到擁有權力� 1 2 3 4 5 6 
買野時討價還價係一件開心的事。 1 2 3 4 5 6 




買野令你有高人一等的感覺。 1 2 3 4 5 6 
係娱樂場所消遣係你其中一種最鍾意的事。 1 2 3 4 5 6 
同樣商品中，你通常會棟價格最低的。 1 2 3 4 5 6 
買野能提供機會令你得到尊重。 1 2 3 4 5 6 










•無 •一間 •二間 •三間或以上 
你或你家人在廣東省（深圳除外）擁有物業的數目 
•無 •一間 •二間 •三間或以上 
個人每月入息 
•HK$5，000 或以下•HK$5，001-10，000 nHKSlO,001-15,OOODHKSIS,001-20,000 
•HK$20,001-30,000nHK$30,001-40,000nHK$40,001-50,000 nHKSSO,001 或以上 
家庭每月入息 




•五年或以下 •六至十年 •十一至二十年 •二十一至三十年 
•超過三十年 
你有否在中國内地居住？ 
•有（住了多久？ ^，是否在中國内地出生？ •是 •否） • 否 
職業： 
居住地區 
香港島： •中西區 •東區 •南區 •灣仔區 
九龍: •九龍城 •觀塘 •深水土步 •黃大仙 •油尖旺 
新界及離島:•蔡青 • 沙 田 • 大 埔 • 屯 門 




強烈反對 1 2 3 4 5 6 7 8 9 10 強烈支持 
你認為應徵收多少邊境建設稅？ 
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